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ugh Proofs 


“Every time the road runs a 
silly ad,” says a Long Island com- 
muter, “we'll slap ’em down.” 

Is there a public relations man 
in the house? 

Nate Gross says Hildegarde, 
who also helped to make Milwau- 


purpose of setting her blonde 
tresses. 


young Modern 
the ad says, “are single, so beauty 
problems outweigh almost 
other problems that pass through 
their pretty heads!” 
But isn’t it the old bus that 
aeeds a new paint job most? 
In spite of the fact that the 
sweet young things invest heavily 
in beauty aids to hook their men, 
all of the editors of advice-to-the- 
‘ovelorn columns insist that mama 
must still make a special effort to 
ook pretty. 
“Are conventions worth it?” 
‘sks an AA editorial writer, who 
eems a bit fed up with the whole 
hing. 
The railroads and hotels 
ure they’re just dandy. 
¢ 
National Federation 


are 


The of 
‘selling world peace.” The de- 
mand is unlimited, but somehow 
w other the customer resistance is 
errific. 

Montgomery Ward seems to get 
ill the headlines, both on and off 
‘the financial pages, but a leading 
competitor called Sears, Roebuck 
don’t say nothin’, but just keeps 
‘ollin’ along. 

F 
“Second-class mail squeezes 
r¢ugh in new rate hike,” reports 
.€ world’s greatest advertising 
yurnal. 
Unfortunately, the squeeze will 
re on again in a few months. 

vvy 
“You know what would happen 

Lucky Strike sales 
topped advertising, don’t you?” 
asks McGraw-Hill International. 
No, you don’t know, but Amer- 
‘an Tobacco has no intention of 
ding out. 

The makers proprietaries, 
ormerly called patent medicines, 
ay the newspapers discriminate 
gainst them in position, piling 
me ad on top of another. 

It’s a hard blow to the out-in- 
he-open, above-the-fold school. 


being.” 


‘the time being”? 

eresident Katz says Gruen 
‘ch advertising has been run 
sistently for 40 years. And as 
esult everybody calls it the 
-en instead of Green. 


vvy 

. “creative copy writer” look- | 

for an agency connection con- 

es, “Top work done under pres- 

"e. 

You’re in the right business, son. 
Copy Cus. 


” 


kee famous, is a beer consumer. | 
But she uses it exclusively for the | 


“Sixty-two per cent of these’ 


ers,”’ | 
Screen readers, field is blossoming, rosy with 


any | 


ales Executives is interested in| 


‘cult to obtain an exact total, but 


if they | 


A reports “a final reshuffling | 
General Mills agencies for the| 


suldn’t you have left off that | 


| Ad-libbing 
| Advertising 
| Creative Man's Corner. . 


| Information for Advertisers 


Manufacturers 
Find a Bonanza 


in Glass Wax’ 


Newspapers, Radio 
Used; Lawsuits, 
Secrecy Dominate 


By MERLE KINGMAN 
CuIcaco—A new national prod- 


advertising activity and growing 
sales and so thorny with competi- 


tors that two of them have 
brought their struggles into the 
courts. 


The magic product has a magic 
word—glass wax—a name so good 
that at least half a dozen com- 
panies are using it in defiance of 
its originator. One court battle 
is scheduled to begin hearings 
here Wednesday and several more 
threaten, to decide whether one 
company or all shall use the name 
—or whether it can be used by 
anyone on a product that all ad- 
mit contains no wax whatever. 

All of the companies, 
sales are already running into the 
millions, claim that their ‘glass 
wax” is an amazing new chemical 
discovery that cleans windows 
miraculously without rubbing— 
just apply the liquid, let it dry 
and wipe it off. It does the same, 
they say, for silverware, brass 
and other metals, in addition to 
various household surfaces such 


porcelain and tile. 


And Probably So 


Apparently the claims are true. 
Originator of the name and the 
first company to market the 
cleaner, the Gold Seal Company, 
Bismarck, N. D., rang up more 
than $1,000,000 in sales last year 
and is currently estimated to be) 
running at a $4,000,000 or $5,000,- 
000 annual clip, at retail prices. 
Market operations make it diffi- 


trade sources who have studied 


|the picture closely say that this 


estimate is conservative. 

Founded on a shoestring several 
years ago by 38-year-old Harold 
Schafer, president, the company 
has watched its sales skyrocket as 


until today its glass wax is sold! 


million dollars, a figure that un-| }2-state Army region, starting July 1. 
| account, the largest regional Army ad program. 


doubtedly is already outmoded. 
The company claims that more 


‘than 3,500,000 cans of its glass | 


(Continued on Page 56) 


Reaching Out... 


a function of adver- 


whose | 


|lines—farm tractors 


TAX PAYERS—Emphasizing their tax contribution to federal, state and local 


governments, the wine and liquor industries will launch a consumer campaign 


in Life next month, through Licensed Beverage Industries, Inc., New York. At 
the same time, LBI is starting a business paper campaign on the place of liquor 
and wine retailers in their communities. Fuller & Smith & Ross is the agency. 


IH Appoints Y&R 
for $2,500,000 
Truck Account 


Consumer Relations 
Department on ‘Line’ 


and ‘Staff’ Basis 


Cuicaco — International Har - 
vester Company’s consumer re- 
lations department has announced 
appointment of Young & Rubicam, 
Chicago, to handle IH motor truck 
advertising. 

The account may add $2,500,- 
000 to Y&R billings as IH ex- 
pands its truck promotion. IH 
said the transfer of the account 
from Aubrey, Moore & Wallace 
here is effective immediately. 

Aubrey, Moore continues to han- 
dle advertising of Harvester’s other 
and equip- 
ment, crawler tractor and power 


|units, and refrigeration products. 
to | 


continues 
advertising, 


McCann - Erickson 
handle institutional 


spearheaded by the “Harvest of. 


(Continued on Page 53) 


Congress Adopts — 
Postal Rate Hike; 
Most Services Hit 


WASHINGTON — Rushing toward) 
adjournment in the early hours 
of Sunday morning, Congress last 
week adopted without discussion 
far-reaching postal rate increases 
which will be felt beginning Jan. 
1, 1949, by virtually every citizen 
in the country. 

The three-cent letter and the 
one-cent postcard remain intact, 
but airmail goes to six cents and 
special delivery to 15 cents. Vir- 
tually all of the services used for 
mail order business—parcel post, 
money order fees, insurance, COD 
and registry—go up sharply. 

Though the new rate schedules 
have a minimum impact on the 
publishing business directly, there 
are significant changes for con- 
trolled circulation publications, 
and there are increases of about 
50% on catalogs. 

Conference committee approval 
of a rate bill came as something 


(Continued on Page 55) 


Last Minute News Flashes _ 
it invaded market after market Shaw Gets 5th Army $250,000 Account 


. Cuicaco — The Fifth Army headquarters here has announced ap- 
in most of the states. Its value pnointment of John W. Shaw Advertising to handle its approximately 
has been listed at a quarter of a $950,000 advertising drive for Army and Air Force recruitment in the 


Thirteen agencies bid for the 


Alexander Smith Increases Budget 50% 
Yonkers, N. Y.—Alexander Smith & Sons Carpet Company is in- 


creasing its expenditure about 50% 


from last fall. The company is! 


scheduling 14 magazines; color spreads in This Week Magazine and 
Parade; the First Three Markets Group and 10 other Sunday news-,; 


(spot) radio in 
York, starting Sept. 15. 


| papers; two national and 25 regional farm publications, and selective 
19 cities, through 


Anderson, Davis & Platte, New 


tising. See ‘Salesense.’| Emerson Radio Plans Fall Drive for New Lines 

New YorK—tThe fall advertising drive of Emerson Radio & Phono- 
graph Corporation, which will be up about 15% over last year, will 
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break in September in 


Grady & Wagner is the agency. 


plans executive, and Hans Sauer, 


magazines and 
38| expects to spend about $1,000,000 during the coming year to push 
46 the new line of radio and television sets to be unveiled here today. 


newspapers. The company 


14, Swertfager and Sauer Elected Directors of L&M 
12! New York—Walter M. Swertfager, 


vice-president, contact and 
vice-president and executive art 


director, have been elected to the board of directors of Lennen & 


Mitchell. 


(Additional News Flashes on Page 59) 


Gardner Awarded 
$5,000,000 Army 


Recruiting Drive 


For 2nd Time, Ayer 
Loses to Gardner 
Agency's Mr. Martin 


WASHINGTON—The War Depart- 
ment advertising account—total- 
ing $4,000,000 or $5,000,000 in bill- 
ings—will switch Oct. 1 from 
N. W. Ayer & Son to Gardner Ad- 
vertising Company, which will 
now locate itself in New York, 
St. Louis and Washington. 

It was the second big acquisi- 


tion of the week for Gardner, the 
agency having previously 


an- 
nounced that it will handle 
Bromo-Quinine for Grove Lab- 
oratories (see Page 6). 

Between the two new accounts, 
Gardner appears to have boosted 
its total billings 50% to 60% above 
the over-$10,000,000 figure for 
1947. 

Ayer had been on the Army 
and Air Forces advertising account 


|since October, 1945. Less than a 


year ago, Gardner got a foothold 
in the recruiting picture by pick- 
ing up the $1,000,000 National 
Guard account, also from Ayer. 


7 Agencies in the Dark 


Both the Army and National 
Guard accounts are to operate 
under the direction here of Mark 
Martin, the young account execu- 
tive considered largely re- 
sponsible for the agency’s latest 
triumph. Mr. Martin “pitched” for 
the account May 19 before the top 
level selection board picking the 
Army and Air Forces agency. 

Of 37 agencies invited, and 13 
attending the War Department 
briefing, seven agencies sought 
the account—J. M. Mathes, Inc.; 
Al Paul Lefton Company; Biow 
Company; Geyer, Newell & Gan- 
ger; Grant Advertising; Ayer and 
Gardner. The seven remained in 
the dark until mid-afternoon last 
Monday, when it became known 
that the account was to switch 
hands. 

Previously it was reported in 
reliable quarters that Ayer was 
on notice that it should not count 
on the business after September, 
but H. A. Batten, Ayer president, 
told AA flatly that his agency was 
not resigning and that he knew 


nothing of any decision on the 
account’s disposition. 
Martin Had Own Agency 
Mr. Martin, in his early 30's, 
was as close to turning hand- 


springs last week as anyone might 
be who has had 10 years of agency 
and newspaper background tem- 
pered by 600 days of combat in- 
fantry service. 

Prewar, he had given up his 
own agency in St. Louis for a 
desk spot on the Des Moines Reg- 
ister and Tribune. Following in- 
fantry combat, he returned to ad- 
vertising as Gardner account ex- 


ecutive on Wabash _ Railroad, 
Trimfoot shoes, St. Louis Inde- 
pendent Packing Company, and 
then on National Guard. 

In less than a year, he has 
brought in recruiting business 
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valued at perhaps $6,000,000. 
Ayer continues on the account 


until after Army Day this Sep-| 


tember. Gardner’s media plans 
will shape up following staff 
meetings next week, but Martin 
is letting it be known there are 
not likely to be many changes. 

Unabashed by the hazards sur- 
rounding the account—which at 
times uses all the nation’s radio 
stations and newspapers — Mr. 
Martin expects to carry on with 
only minor staff additions, mostly 
copywriters. 

Staff Lineup 


Elmer Marshutz, Gardner presi- 
dent, will personally head the 
planning staff. Sam Ballard, ex- 
ecutive vice-president and ac- 
count executive on the New York 
Stock Exchange advertising and 
public rélations accounts, and Bea 
Adams, executive vice-president 
and director of the creative staff, 
will also sit on the plans board. 
Roland Martini, Gardner vice- 


president in charge of radio, will) 


|supervise radio activities on the | recalling that 25 top generals in 
Army and Air Forces account. the recent war advanced from the 
Here in Washington, Martin will| rank of private. 

| rely largely on the personnel that Copy Lacked Punch 


has been confined until now to) ; 
the National Guard account. Don| Since the agency switch was de- 


Thompson is to supervise Army termined by a small circle of top 
and Air Forces recruiting public | Officials, it could only be specu- 
relations activities and William H.|lated that the change stemmed 
Ziegler will supervise field ac-|from a feeling that War Depart- 
tivities. W. W. Kratz and Paul| ment copy has lacked punch. 
Sevaroid will be assistant account| After President Truman called 
executives on the account, and/|for reenactment of selective serv- 
Frank Hepler, heretofore director | ice, congressmen commonly com- 
of Gardner’s National Guard pub-| plained that War Department has 
lic relations activities, will be as-/ made only half-hearted efforts to 
sistant account executive on the| set volunteers. 

National Guard account. In the midst of one such asser- 

While Martin appears to be tion at Princeton, N. J., May 21, 
generally favorable to present| Sen. Robert Taft (R., O.) com- 
media policies, the new agency is | plained that the advertising cam- 
likely to try for harder hitting; paigns “have been extensive, but 
sales copy. |not persuasive.” 

Martin’s round, light-complex- | Other congressmen have chided 
ioned face glows with the zeal of | radio programs, media selections, 
a missionary as he contemplates and printed ads. Just before the 
“selling” Army enlistments. “It’s| draft bill passed June 1, Sen. 
as good a career as any other for|Chapman Rivercomb (R., W. Va.) 
/19 out of 20 young men,” he says, | brought before the Senate two ads 


BRANDED FOODS 


TACKY 


ana 


~and Save 


in the HOMETOWN MARKET 


Two billion dollars a year for food. Paid by 13 million Hometown 


residents of the 11 Western States outside the 6 largest cities. This vast 


army of customers are guided in their daily purchases by the advertising 


in their Hometown Daily Newspapers. Established maximum coverage 


and readership prove Hometown Daily Newspapers the lowest cost 


medium for building sales in this great market. 


90 per cent of the total circulation of all daily 
newspapers in the Western States is confined to 
the trading zones in which they are published. 


HOMETOWN 


For complete information write to 


Wometown Daily Newspaper Publishers—625 Market Street, San Francisco 5, Californi- 


which he said seemed to discour- 
| age, rather than encourage enlist- 
| ments. 

In spending $1,000,000 for Na- 
tional Guard, Gardner favored 
|radio and black-and-white space 
'in four big national weeklies— 
| Collier’s, Life, Look and The Sat- 
'urday Evening Post. Its ads, with 
|appeals from President Truman 
|}and the governors of the states, 
| were reported to enjoy excep- 
tionally high readership. 

Martin is confident that he will 
have little trouble from military 
‘fiscal procedures though pay- 
ments to Ayer at times are said 
to have lagged as much as $3,-| : 
000,000. He claims that his aeNcy | jwTRODUCTION—This 
has never had trouble collecting | ads introducing Frances Barton, ions 
for its services on the National) polic personality who represents Gen. 
Guard account. He says the secret! eral Foods’ consumer kitchens and 


Coming to the kitchens of Hoboken 
--- @ helpful new friend! 


is all in “understanding” Army 
procedures. 


More Intensive Copy 


Despite the availability of selec- 
tive service, Army advertising is 
to be more intensive than ever, in 
an effort to get a maximum num- 
ber of long term volunteers. 

A shift in National Guard poli- 
cies may be in order, however, as 
the draft appears to have created 
a “seller’s” market for the Guard. 
(Young men enlisting in the 
Guard escape the draft.) 

Under the Army advertising 
budget presented for congressional 
approval this spring, spending in 
national media would approximate 
$4,787,000—about a third of it for 
radio (largely for talent, tran- 
scriptions and station time. Net- 
work time is contributed.) 

Spending in newspapers 
amounts to about $1,500,000, with 
the list sometimes attaining as 
many as 10,000 under the depart- 
ment’s policy of using all gen- 
erally circulated dailies, weeklies, 
bi-weeklies and tri-weeklies. 

About 20% of the national 
budget goes for magazines; 5% 
for outdoor, and 12% for miscel- 
laneous. 

In addition to the national ac- 
/count, War Department has spent 
‘about $1,000,000 with other agen- 
cies to provide special advertising 
service for each of the nine serv- 
ice commands. 


Wilson Heads Market 
Research Council 


Elmo C. Wilson, who recently 
resigned as director of research 
for Columbia Broadcasting Sys- 
tem to be presi- 
dent of Interna- 
tional Public 
Opinion Re- 
;search, New 
York, has been 
elected president 
of the Market 
Research Coun- 
| cil. 

Other officers 
elected are: Vir- 
gil D. Reed, as- 
sociate director 
of research, J. 
Walter Thompson Company, vice- 
president, and Franklin R. Cawl, 
marketing and research director, 


Elmo Wilson 


urer. 


Press Group Elects 


| Robert Matherne of the Bay- 

town Sun has been elected presi- 

dent of the Texas Press Associa- 
tion. Van W. Steard, of the Ochil- 
| tree County Herald, Perrytown, 
|has been named vice - president, 
|and Addison Buckner, of the San 
|Marcos Record, secretary - treas- 
| urer. 


| Dowd Appoints Curtin 


Charles Curtin, formerly man-| 


/ager of Station WMTW, Portland, 
| Me., has been appointed radio and 
|television director of John C. 
| Dowd, Inc., Boston agency. 


| Zenith Names Macke 


William E. Macke has. been| 


named advertising manager of 
Zenith Radio Corporation, Chi- 
| cago. He has been with the com- 
ipany since 1943. 


services, in 72 GF plant cities (AA, 
June 21). Young & Rubicam, New York, 
is the agency. 


Bennett Directs 
AFofL Campaign 
on Communism 


New York — Millard Bennett 
Washington representative o 


Owen & Chappell, New Yor 
agency, will be directly in charg 
of a $500,000 campaign of th 
American Federation of Labor t 
combat Communism (AA, Jun 
21), John H. Owen, president o 
the agency, told a press confer 
ence here last week. 

Addressing the conference, M 
Woll, AFofL vice - presiden 
pointed out that the federatio 
will fight Communism not onl 
in this country but in Latin Amer 
ica and Europe. The $500,000 ap 
propriation is*for the first year i 
the United States only. Additiona 
funds will be made available fo 
the campaign in other countried 
and to extend it beyond the first 
year here. 

The breakdown of the appro4 
priation between advertising and 
public relations, and for specifid 
media, has not been determined 
Publications, radio and motion 
pictures will be included. 


Offers Extra Week 
Vacation After 3 Years 


| Kudner Agency, secretary-treas- 


Olmsted & Foley, Minneapolis 
|agency, has inaugurated a play 
| whereby staff members with threq 
|} or more years of service are giver 
}an extra week of. vacation 
any one of the three succeedin 
| Years. Under the plan, an em- 
ploye now in his third year may 
have an extra week this summe] 
or in the summer of 1949 or 1950 
lex 1951, he would again have thd 


extra week, io be taken in 195] 
1952 or 1953. 

After 12 years with the com; 
|pany, the extra week of vacation 
becomes a permanent, annua 
| bonus. 


For over 60 years 
* 


AT LEADING PAPER MERCHANTS 
THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y. 
Specialists in Coated Papers since 1888 
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You can reach more home furnishings retailers 


DAILY COVERAGE OF: 
* Furniture & Bedding «China & Glass 


more often ..- through Retailing Daily 


Monday through Friday, five times a week, 
America’s home furnishings retailers turn to 
their current copies of RETAILING DaAILy to 
call the turn on their trade’s latest news and 
ideas. Business news while it’s hot . . . trade 
ideas while they're current . . . such informa- 
tion plays a mighty persuasive part in the 
retailers’ own daily operations. And only 
RETAILING DAILy is geared to give them this 


up-to-the-minute news-ideas coverage! 


That's why more home furnishings retailers 
read RETAILING DaiLy than read any other 
home furnishings business paper. 


¢Upholstery Fabrics «Lamps & Lighting 
Floor Coverings Housewares 
* Curtains & Draperies 


* Gifts, Decorative 
Accessories 


~ 


* Major Appliances at Allant 


~ 


R..H. MACY & CO. employs 4,500 sales persons, 
30 home furnishings department managers, 4 home furnish- 
‘ings stylists, 3 vice-presidents in charge of its 3 home fur- 
nishings divisions. It averages 125,000 transactions daily, 
13,600 lines of newspaper advertising daily, 150,000 shoppers 


They have to... it’s “must” reading for them 
... their daily guide and index to buying, 


merchandising and selling home furnishings. 


If you’re aiming to rally retail support for 
your home furnishings product, you'll find 
that RETAILING Daly rates No. 1 for your 
business paper campaign. That’s our story . 
and the country’s largest list of home furnish- 
ings business paper advertisers heartily agrees 
with us! 


RETAILING Dairy, A Fairchild Publication; 
7 East 12th Street, New York 3, New York. 


THE RETAILING DAILY DOZEN: 


Twelve “firsts” which make RETAILING the logical choice for 
No. 1 spot on your home furnishings business paper schedule. 


—publication facilities —advertising linage 
—advertising $ volume 
—"“‘all-lines” coverage —number of advertisers 
—exclusive advertisers 


—total circulation 
—retail circulation 
—market coverage 
—frequency 


—news coverage 


—editorial linage 


oe 
| | 
; 
an em 
summe] 
or 1950 


music stops and the phone rings. 


These prize extras also go © Seasonal Trends 


‘Stop Music’ Adds 
studio contestants who are called 


Sponsor Products on when at-home listeners miss on | ‘ 
New Yorxk—Lucky listeners of the first musical number. B f l 
“Stop the Music,” who are able — 00S inage, 
to identify the tunes when called jl & z 
by the ABC Sunday night pro-| rv Has Cyl Dent NAEA H 
addition Company is the agency for Cyl- F 
list, a sample of the sponsors’) pent toothpaste, made by Skin| our 
wares. Tested Drug Products Company. | Stories of the application of sea- 
During the P. Lorillard Company This account is handled by Jasper, | Sonal sales trends as reported by 
segment of the broadcast (8:45-9| Lynch & Fishel, Inc., New as Federal Reserve Board to re- 
p.m., EDT) a treasure chest filled | aa tailer advertising patterns were 
During the preceding 15 minutes| , Ernest A. Wilcox, president of | sions here. 


of the giveaway, Speidel Corpora- | Advertising House, New York, ane) A panel composed of John Gie- 


nounced that the agency has re-| 


Pace, retail advertising manager, 
Danville Commercial News; 
‘Charles J. Davis Jr., assistant ad- 
vertising manager, Providence 
Journal and Bulletin, and Guy 
|Stonestreet, advertising director, 
| Daily News, Batavia, N. Y., re- 
| ported the success stories. 

Mr. Pace reported that the Dan- 
ville newspaper is rationing space, 
and is facing the necessity of rais- 
ing rates. Rather than working 
for linage gains, the newspaper is 
shooting for more effective use of 
space. A typical clothing mer- 
‘chant was using 21% of his ad- 
'vertising in January and February 
—a period which accounts for 
| only 9.6% of his volume, but do- 


neapolis Star and Tribune; Robert | 


tion will present its wristwatch signed the Helena Rubinstein and |5¢” retail director of the Bureau 


bracelets to listeners who know | Gourielli accounts, effective Dec. °f Advertising; William Brown,|ing nothing in May-July, a period 


the name of the song when the) 31, 1948. 


‘retail advertising manager, Min-|when 23% 


of his annual 


sales 


oy, 


Your best guide on how to move more of your grocery 
products into Milwaukee homes is the old reliable, yet 
up-to-the-minute, Milwaukee Journal Consumer Anal- 
ysis. The new edition is packed with 1948 facts—all 
gathered since January 1—on the buying habits in The 
Journal's $400,000,000 food market— 


Number of families using your type of product. 
How many families prefer each brand. 

When they buy most of their groceries. 

W hat type store and service they prefer. 
Dealer distribution by brands. 

Comparisons with past years. 


In addition this expanded Silver Jubilee issue contains 
a 25-year review of the grocery business in Milwaukee. 
For your copy, write The Milwaukee Journal, General 
Advertising Department, Milwaukee 1, Wis. 


The 
MILWAUKEE JOURNAL 


THE NEWSPAPER WITH THE MARKETING INFORMATION 


Here’s the 1948 GROCERY 


Grocery Subjects Covered 


FOOD PRODUCTS: Baby foods, baking 
mixes, bread, breakfast foods, candy bars, 
catsup, cheese, chili con carne, chocolate, 
coffee, cookies, crackers, corned beef 
hash, dessert powders, dog foods, flour, 
cake flour, frozen custard, frozen foods, 
fruit and vegetable juices, fruit cocktail, 
ice cream, luncheon meats, mayonnaise or 
boiled salad dressing, milk, peanut butter, 
mustard, peas, potato chips, rice, salt, 
soup mixes, soy sauce, syrup, tamales, tea, 
vegetable shortening, wieners, yeast. 


SOAPS and CLEANSERS: Bleaching fluid, 
bluing, floor wax, soap (hand, dish, fine 
fabrics, walls and woodwork, laundry, 
bath); steel wool cleaners, synthetic de- 


tergents, water softeners. 


MISCELLANEOUS: Toilet paper, wax pa- 
per, fly and bug killers, cigarets, cigars, 
bottle and can beer, soft drinks. 


BUYING HABITS: Where groceries, 


fruits, vegetables and meats are bought; 
type of grocery store service preferred; 


day of week groceries are purchased; 25- 


year trends. 


came in. 
Correlation of advertising with 
sales made ads produce more sales 


for dollars spent, and “proves 
that our space rate is only one of 
many factors that affect the cost 
of getting sales through newspa 
per advertising. .. By gettin 
merchants to think in terms o 
actual cost . . . and giving them 
concrete help in pulling that ac 
tual cost down, we got them o 
our side,” Mr. Pace concluded. 


Helped Department Store 


In Providence, Mr. Davis found 
a department store, basing its bud- 
get on 4% of sales, was shooting 
for a 20% increase over the $5,- 
000,000 volume it did in 1947 
Newspapers get 80% of the bud- 
get, and would get more “if it 
weren’t for the infernal need t 
ration space.” Mr. Davis mad 
an analysis of advertising, Federa 
Reserve Board sstatistics, anc 
|George Neustadt’s index. He wa 
able to show that, although coat: 
suits and dresses accounte: 
|for 20% of the store’s sales, they 
did not always sell at the sam 
rate, and showed the store how t 
correlate its advertising to rais 
sales of items which were laggin 
seasonally. 

“The store’s executives immedi- 
ately wanted the same analysig 
for all departments. They pro, 
vided me with .. . highly confi- 
dential information. .. They 
wanted these things as _basid 
‘guides in realigning their depart 
mental proportions. They becam¢ 
intent on weighing out advertisin; 
'for individual commodities ac 
cording to each month’s profi 
| opportunities.” 
| Mr. Brown reported on Sten 
|dal’s, a specialty shoe store ir 
| Minneapolis, which in 1946 rackec 
up a 38% increase in sales vol 
ume, spent 50% of its budget i: 
|newspapers, about 1.7% of sales 
and spent the balance in “scatter- 
{shot advertising” — posters . . 
| shopping papers .. . college paper 
,}and other miscellaneous media. 


Genesee Switched 


In 1947, the store avoided tha 
slump that hit other shoe stores 
holding both unit and dollar vol4 
ume, and newspapers got 80% of 
its budget, or 2.6% of sales. Tha 
change was accomplished by thd 
newspaper’s presentation of a4 
planned calendar for _ seasonal 
shoe promotion, tying in with ad- 
vertising schedules, and_ timed 
with known sales fluctuations. 

Mr. Stonestreet was confronte: 
| by the Genesee Lumber Company 
|in Batavia, a company ns 
|spent 90% of its budget on out 
door, direct mail and radio, used 
| 2,000 inches in the News, and had 
vice-president supervising ad- 
| vertising. 

When Mr. Stonestreet had fin- 
ished showing that three depart- 
|/ments accounted for 71% of sales 
that seasonal fluctuations could bd 
| implemented with advertising, th¢ 
|}company was using 3,000 inches 
| sales were up 35%, and the presi4 
dent was supervising advertising 
Mr. Stonestreet thinks the accoun} 
‘is potentially a 7,000-inch adver- 
tiser, and expects eventually 
have 90% of its budget in news4 
papers. 

Mr. Giesen pointed out the se!'7 
ing possibility in the bureau 3 
new booklet, “Buying Patterns 
Are Profit Patterns,” and pointed 
out other aids to retail selling de- 
veloped by the bureau. 


| Advertone Moves; Name 
| Is Now Vocalad, Inc. 


Advertone Company, whos4 
point-of-sale wire recorder ma4 
its debut last month (AA, My 
24), has changed its name to V0 
'calad, Inc., and moved its offices 
to 33 N. La Salle St., Chicago. 

The company has completed fe 
franchise plans for expansion no 
tionally, and will coordinate 
national advertising for franch:s4 
holders. 
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C Would “executive benediction” be a 
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jeasonal Top store management is such an important force in the successful marketing of fashion 

timed merchandise that no manufacturer can afford to overlook impressing these executives. 

ions. 
fronted 


ompany “Executive benediction” is necessary before a store decides to take on a new line. It is the 
which motive power behind store-wide promotions; it makes itself felt along the entire path carry- 


on out- 


0, used ing merchandise through the store to the consumer. 
an 


ing ad4 


When it comes to reaching and influencing the top management of department stores and 
pros specialty shops, Women’s Wear Daily has a long record of success. A recent analysis of its 
af sales circulation shows the number of subscribers in each of the executive categories. We'll be glad 


‘ould ba 


ing, thd to show you this. 
inches 
e presi 


ertising Women’s Wear Daily’s acceptance among store managements is the result of an exclusive 


pon service—the only daily editorial section entirely devoted to store management news and ideas— 
ally | from store operation and merchandising through delivery and packaging. It’s called, “The 


1 news; ; 
Retail Executive” service. 
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Drama Business 
Booms at CBS; 
5 New Shows Set 


New YorkK— The Columbia 
Broadcasting System, one of the 
pace setters in dramatic radio fare, 
will soon augment its program list 
with five new sponsored dramas. 
These additions will bring the 
network’s total in this category 
to 16. 

Biggest plum of the newcomers 
is the Ford Theater, which moves 
from NBC, where its late after- 
noon time spot was displeasing to 
the sponsor. The advertiser hopes 
this hour-long broadcast’ will 
build up a following comparable 


Auto-Lite “Suspense” broadcast 
July 8 at 9 p.m., EDT, as a re- 
placement for the Dick Haymes 
show, which is being canceled. 
This thriller is a network pack- 
age show. 


Two for Sterling 


Two new Sterling Drug 
teries— both replacements for 
other shows and both handled 
through Dancer-Fitzgerald- 
Sample—will be heard over CBS 
soon. The Mystery Theater, for- 
merly heard over NBC for Molle, 
starts June 29 in the old “Big 
Town” spot. “Mr. Chameleon” will 
replace the American Melody 
Hour as of July 14. Another fall 
dramatic attraction will be the 
Helen Hayes show. This broad- 


mys- 


been trying to sell for some time. 
Talent costs of the broadcast are 
about $5,000 weekly. Biggest item 
is the salary of the Hollywood 
star, a program feature added 
some months ago as bait for po- 
| tential sponsors. 


Blaine-Thompson Adds 
Video Dept.; Names 3 


Blaine-Thompson Company, New 
York agency, has marked the com- 
pletion of 46 years in business 
with the opening of a television 
|department and the appointment 
|of Charles Stark as radio and tele- 
| vision director. Mr. Stark formerly 
| was vice-president and general 
|}manager of WMCA, New York. 
| Previously he was with J. Walter 
|/'Thompson Company and Lennen 


to that of the star studded Lux) cast starts Oct. 3 under the spon-/| & Mitchell, and was the original 


Theater, a Columbia feature since|sorship of the Electric Companies’ | director of Radio Sales, CBS sub- 


1936. The Ford Theater finishes 


_its NBC run June 27 and debuts | 
on CBS Oct. 8 in the 9-10 p.m.,| 


EST, segment. Kenyon & Eck- 
hardt is the agency. 
Cary Grant will star in the first 


|advertising program. 

The sponsored lineup, of course, 
is augmented by a goodly number 
of sustainers. Outstanding among 
these is Fletcher Markle’s “Studio 
One,” a package the network has 


sidiary. 

| Moulton H. Farnham has been 
| named copy chief, Richard Ash, 
|director of merchandising and 
| marketing, and Paul Podges, for- 
_merly with Gardner Advertising, 
assistant to Mr. Farnham. 


It tells the Who? What and Where? 
of Buying Preferences in Philadelphia 


Full of up-to-the-minute facts about the great 
Philadelphia market — information you can 
get nowhere else — The Philadelphia Bulle- 


tin 1948 Consumer Analysis is now ready for 


distribution. 


In this third annual surv 
specific facts and figures you need if you are 
selling or planning to sell consumer goods 
in Philadelphia today. Questionnaires were 
personally placed in a scientific cross-section 
of 5036 representative Philadelphia families. 


Here are the major classifications of the survey: 


FOODS ° 
DRUGS COSMETICS 
AUTOMOTIVE * HOMES 


ELECTRICAL APPLIANCES 
GENERAL BUYING HABITS 


SOAPS AND CLEANSERS 


Nowhere in 


as this. 
ey, you get the 
your business 


The 159 questions asked — and answered — 
cover 5928 brands of products! 


the country has a similar con- 


sumer study been made in a market as large 
And this documented information 
is free to business organizations! Just use 


letterhead and write: Adver- 


tising Department, The Philadelphia Bulle- 
tin, Philadelphia 5, Pa. Ask for your copy 
of “The Philadelphia Bulletin 1948 Con- 


sumer Analysis of the Philadelphia Market.” 


AND TOILETRIES 
AND EQUIPMENT 


newspapers 


Other Markets. In addition to Phila- 
delphia, similar Consumer Analysis Mar- 
ket Surveys may now be obtained from 


are standardized 
parisons can be made. This gives manu- 
facturers and agencies comparable infor- 
mation about 12 important markets. 


in 11 other markets. These 
so that accurate com- 


. IN PHILADELPHIA — NEARLY EVERYBODY READS THE BULLETIN , 


_A company spokesman questioned 


since spot announcement 
costs are difficult to measure. 
The inference, of course, al- 


September to March. 


CALVERT'S COOLING—Ed Guttenberg, right, Calvert's advertising manager, 
shows a large transparency blow-up of the new Calvert Collins summer ad in 
Collier's and Life to (left to right) Walter Swertfager, vice-president of Lennen 
& Mitchell, Calvert Reserve agency, and Chester Thomson, Calvert's sales pro- 
motion manager, who holds one of more than |5 point-of-sale aids being used. 


Grove Appoints 
Gardner to Handle 
Bromo-Quinine 


St. Lours—Grove Laboratories 
last week appointed Gardner Ad- 
vertising to handle its Bromo- 
Quinine, less than a week after 
Duane Jones Company was 
dropped from the account. 

And within days of the Grove- 
Jones split, Whitehall Pharmacal 
Company appointed Duane Jones 
to direct advertising for its Hill’s 
cold tablets. 

The Jones agency had been 
named to handle Bromo-Quinine 


| which 


last fall and, last December, the 
product made its first appearance | 
in drug stores since early in the! 
war, when the government took | 
over quinine stocks. 

To date, definite media plans | 
have not been completed, although | 
the ratio of radio to newspaper | 
is expected to remain fairly con-| 
stant. 


Budget Over $1,000,000 


In 1945, the company is re- 
ported to have spent over $100,-| 
000 in newspapers and magazines 
each for all its products, and | 
some $900,000 in radio—through 
several agencies. 

The measured 1946 expendi- 
tures were over $600,000 and over 
$170,000 in 1947, in three media. 


the accuracy of these figures, how- 


though the company declined to 
comment on expenditures, is that 
a larger proportion of its budget 
has gone to spot announcements 
in the past few years. As in the 
past, the bulk of Bromo-Quinine 
promotion will take place from 


Tells Kare Schedule 


At present, Kare deodorant is 
getting a play in newspapers in 
major markets across the country 
and national magazine list 


‘of The Iron Age. 


includes Collier’s an 
Woman’s Home Companion 
through Small & Seifer, New York 
which was appointed in March 
1947. 

In July of last year, Harry B 
Cohen, who had handled th 
Grove account at Kastor, opene 
his own agency in New York an 
took over Grove’s 4-Way cold tab 
lets, chill tonic and Dr. Porter’ 
oil, for humans and animals. Th 
accounts still are with the Harr 
B. Cohen Advertising Company. 

Until the recent split, Duan 
Jones had directed promotion fo 
Grove’s cold tablets and Pazo oint 
ment, in addition to Bromo-Qui 
nine. Although Gardner has bee 
named to handle the Bromo-Qui 
nine advertising, no agency ha 
yet been appointed for Pazo an 
Grove’s cold tablets. A spokesma 
for the company told AA, how 
ever, that the two products prob 
ably would go to one of the com 


pany’s present agencies, eithe 
'Cohen or Small & Seiffer. 
Joins Bond & Starr 
as Executive V.P. 

John M. Huggett has been 


elected executive 
and a member of 
the firm of Bond 
& Starr, 
Pittsburgh 
agency, replacing 
T. R. Starr, who 
has resigned. 
Before joining 

the Marine Corps 
in 1943, Mr. Hug- 
gett was an ac- 
count executive 
of Ketchum, 
MacLeod & 
Grove and on his 
release from the service in sae} 


vice-presiden} 


J. M. Huggett 


was appointed Pittsburgh manage 


Esso Uses Television 


Esso Standard Oil Company, New 
York, through Marschalk & Pratt 
will break a television announce- 
ment campaign on East Coast sta- 
tions starting "June 28. The one- 
minute films, Esso’s first video ex+ 
penditure since “Your Esso Tele 
vision Reporter” went off the ail 
last year, will be seen over sta7 
tions in New York, Philadelphia 
Washington, Schenectady, Buffa!o 
Baltimore and Richmond. 


ELL the Jobber and his 
Salesmen and _you sell the 
aftermarket / 


entire automotive 


JOBBER 


“THE BOOK THE 


PRVING-CLOUD PUBLISHING CO 
FLOOR DAILY NEWS BLDG. CHICAGO * 
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PAINTING 


in music, as in pictorial composition, takes a lot of 
practice. 5o does the appearance of free-flowing 


ease which H. S. Stevens has given to this painting 


in oil. The original will be reproduced in color in a 
future portfolio of the Vocabulary of Advertising 
Art series. (Have you reserved a copy‘) 


When this painting was discussed at C M & H, “Steve” wondered if 


we would have trouble reproducing its loose tones and textures in om 
full color. We replied succinctly, "If it’s painted, we can reproduce it.” 
At CM & H we do not pick our shots, but undertake to turn out 


the finest reproduction of any and all types of copy. 


MILLER HUTCHINGS, 


CHICAGO PHOTOENGRAVERS 
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‘Life’ Sales Firm 
at 20-Cent Price 


New York—Newsstand sales of 
Life since the price was boosted 
from 15 to 20 cents with the issue 
of May 3, have been as large as 
the parallel period of 1947, Shep- 
ard Spink, advertising director 
has told advertisers. 
of the magazine continues to ex- 
ceed its 5,200,000 guarantee. 


Despite the general slackening| Mansfield, O. He succeeds Robert surgeons 
recent|R. Lynch, who recently became | cession of the American Medical 


in newsstand sales in 
weeks, Mr. Spink added, the May 
3, May 10 and May 17 issues of 
Life were “virtual sellouts.” 


Printing Club Elects 
Joseph Skach, assistant to the 
vice-president in charge of manu- 
facturing of Esquire, Inc., has 
been elected president of the Chi- 
cago Club of Printing House 
Craftsmen. Other new officers are: 
Ist vice-president, Roy Kirby, 
American Type Founders Sales 
Corporation; 2nd _ vice-president, 
Frank Bartojay, Central Typeset- 


| ting & Electrotyping Company; fi- 
/nancial secretary, Michael Ivers, 
|Commercial Typographers; re- 
|cording secretary, Frank Pugliese, 

W. F. Hall Printing Company, and 
|treasurer, George Skach, H. J. 
| Schultz Lithographing Company. 


‘Moves to Mansfield 


Robert M. Fichter has been 


‘OF;!named supervisor of table appli-| 
Circulation | ance and vacuum cleaner adver- | 


tising of Westinghouse Electric 
| Company’s appliance division, 


|merchandise manager for table 
appliances. Mr. Fichter has held 
a sales promotion post with West- 
inghouse Electric Supply Com- 
pany, Middle Atlantic district. 


Y&R Gets Skippy 


Rosefield Packing Company, 
Alameda, Cal., and Good Foods, 
Inc., Minneapolis, have announced 
that the Skippy peanut butter ac- 
count will be transferred from 
Garfield & Guild, San Francisco, 
|to the San Francisco office of 
/Young & Rubicam, effective Sept. 
gt 


Reynolds, Philip 
Morris Court AMA 
in Chicago 


Cuicaco—Two major cigaret 
/companies vied last week for the 
favor of 20,000 physicians and 
attending the annual 
| 

|Association here. 

| R. J. Reynolds Tobacco Com- 
‘pany, Winston-Salem, N. C., 
maker of Camels, and Philip Mor- 
\ris & Co., New York, were among 
|more than 330 companies ranging 
from baby food and vitamin man- 
|ufacturers to book publishers, 
_who sponsored a mile of exhibits 
on Navy Pier aimed at selling 
their wares to and gaining ap- 
proval of doctors and their wives. 
‘In addition to the exhibits, the 
session included medical addresses 


the Palmer House. 


| The cigaret makers hawked 


their wares with competing claims | 


| to the medical men thronging past 
exhibits. Pharmacologists and 
chemists at the Philip Morris 
‘booth said that “hygroscopic 
agents” used in Philip Morris cig- 
arets produced smoke less irri- 
tating to the nose and throat than 
‘cigarets that don’t use these 
agents. Laboratory data were of- 
fered to back the claims. Physi- 
cians were asked to recommend 
Philip Morris to patients who suf- 
fer throat irritations from smok- 
ing and who refuse to stop smok- 
ing completely. 


Doctors Line Up 


At the Reynolds exhibit, posters 
and spokesmen proclaimed the 
theme of recent advertising-——that 
“more doctors smoke Camels than 
any other cigaret,” as shown by a 
poll of 113,597 physicians. Spokes- 
men, with the aid of 42 camera 
slides, claimed that Camels have 
28% less nicotine than the aver- 


...and this is the TOLEDO BLADE 


It is the great good fortune of The Blade to have 
lived for so many years in a city singularly 
blessed by its location, so favorable to industrial 
development and so richly endowed by nature in 


and this is the new $22,000,000 


coal and iron ore dock development of the 
New York Central and Baltimore & Ohio Railroads 


Toledo’s pre-eminence as a soft coal shipping port, 
and its importance as a receiving and distributing 
point for iron ore, are emphasized once again by the 
great new Toledo port facilities of the Lake Front 
Dock & Terminal Co., owned jointly by New York 
Central and Baltimore & Ohio. Shown here are 
twin coal dumpers simultaneously loading lake 
freighters, each at the rate of one car (70 tons) a 
minute. In the background are the great yards with 
capacity of 6,500 cars. The entire development provides 


for two high-speed ore unloaders, making it possible 


for the docks to service 


five ships at the same time. 


the fertile lands comprising its 14-county trade 
area. In its endeavor to serve the needs of this 
whole fine community, The Blade has been re- 
warded by a degree of coverage which is rare 
indeed among the newspapers of the nation. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING METWORK 


Write for booklets, ‘This is Toledo} 
and ‘The Toledo Market” 


No. 70 
in a series 


Advertising Age, June 28, 1948 


jage for the five leading brands, 
which total nearly 95% of cig- 
aret sales in this country. 

The doctors, not to be caught 
with their ethics down, did not 
commit themselves, but offered 
one testimonial—and an indication 
that doctors are human—by lining 
up five deep for one free pack of 
cigarets each. 


New Carnation Booklet 


Among the baby food exhibitors 
were Gerber Products Company, 
Fremont, Mich.; H. J. Heinz Com- 
pany, Pittsburgh; and Carnation 
Company, Oconomowoc, Wis. Car- 
nation exhibited several new 
booklets, including “Prenatal 
Care,” that are being offered to 
doctors in quantity for their 
patients. The booklet offer is be- 
ing made in a three-column black- 
and-white ad in each issue of MD, 
professional publication. Heinz 
exhibits included the company’s 
new Plums with Farina. 

Gerber featured its new line of 
all-meat baby food, prepared in 
cooperation with Armour & Co. 
here, which shares profits and 
space on the label with Gerber. 
A spokesman said that the line, 
including beef, veal and liver, is 
now in 30 markets, largely in the 
Midwest, and that no new mar- 
kets will be opened soon because 
demand is so high that produc- 
tion is lagging behind. Re-orders, 
he said, have been “terrific.” 

General Foods Corporation, 
New York, showed a unit-service 
package of its Diamond Crystal 
iodized shaker salt for use in 
restaurants and hotels. The one- 
inch package contains four dashes 
of salt in small cardbvard cyl- 
inders. 


New Mennen Oil 


The Mennen Company, Newark, 
|\N. J., showed its new product, 
| Baby Oil with lanolin for use on 
infants with normal skin. Ads 
-are running currently in a list of 
/national consumer magazines. A 
|cheerful touch was a group of 
pretty girls in evening gowns and 
| wide - brimmed hats, decorated 
|with such Mennen products as 
‘Tips for Tots cotton applicators. 
| A spokesman for Mrs. Day’s 
| Ideal Baby Shoe Company, Dan- 
vers, Mass., an exhibitor, said that 
production has lagged behind de- 
|}mand much more in baby shoes 
'than adult shoes because “every- 
| one sacrifices for baby,” The com- 
pany has rejected 4,000 applica- 
tions from retailers in four years 
/although production now has 
| stepped up, he said. 

The Vanta Company, Newton, 
| Mass., showed a line of Vanta 
Self-Help children’s garments with 
plastic and rubber buttons re- 
|placing former snap _ fasteners, 
‘which a spokesman said have 
|proved unsatisfactory because 
|children are so active. 

| An innovation at the session 
| was the televising of surgical op- 
erations at Passavant Hospital by 
|Radio Corporation of America in 
| cooperation with the hospital, the 
AMA and Northwestern Univer- 
| sity. A transmitter atop the hos- 
/pital beamed the operations to 
| Navy Pier, Northwestern’s Med- 
'ical School and the Sheraton 
|Hotel, for an audience totaling 
1,500 doctors. 


P&G to Use Video 


Procter & Gamble, one of radio's 
|freest spenders, takes the plunge 
|into television on July 23 as spon- 
sor of “Television Fashions on 
Parade” over DuMont’s WABD, 
New York. The contract, signed 
through Benton & Bowles, is for 
49 weeks. Prell Shampoo and Ivory 
Snow will be plugged on the show. 


Ansley Names Chernow 

Ansley Radio & Television, Inc., 
has named Chernow Company, 
New York, to handle the advertis- 
|ing and promotion of its new line 
‘of AM-FM radios and Ansley 
| Dynaview television home receiv- 
ers. 
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o6 ABovE, you see four reasons why the 1948 
edition of the Dr. Pepper calendar will not lack the 
popularity, eye appeal and circulation of its 
predecessors. Models chosen by Conover, and direct 
color lithography by E-F—plus the date tables— 
are surefire for any calendar. 


©o ON your LEFT is a critical contribution from 

a young European artist who holds that American 
advertising art is needlessly literal, stereotyped, boring, 
blague . . . would be benefited by abstract art, as for 
instance. Miss Jacqueline Rozendaal, age twenty-one, is 
the abstractionist—after only two years of studying art 
in Paris! ... That Paris must be some place, huh? 


oo WELL... what was it we were going to say?— 
oh, yes! Whether you favor the chaste camera or the 
cheesecake abstract in displays . . . you can bank on 
Einson-Freeman to bring out the ultimate excellence 
in either, and the best in both! And our gentlemanly 
representatives are always interested in talking art— 
also business! No charge for talking either or both! 


Einson-Freeman Co.., ic. 
Never-at-a-loss Lithographers 
Starr & Borden Avenues, Long Island City, N.Y.... 


with offices in Chicago « Cleveland « Cincinnati + St. Louis 
Minneapolis « Atlanta * Dallas « Los Angeles + San Francisco 
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“Washington Post’ 


In announcing agreement on a/$40,000,000 to be spent in its 
“deal” May 17, Post President |southern kraft paper division, and 


Wé6&XIS Rates Fixed 


Advertising Age, June 


this month, following experimen: || 
operation since April 19. 


. 
fat ‘Philip Graham and CBS Presi- | $6,000,000 in northern mills. The Rate card No. 1, soon to be dis- | P 
Buys 55% Interest gent'rrank Stanton said the new |©ompany owns 31 mills and plants tion, WRITS, Salt Lake City. lists | Smithwick to Searcy = 
in the U. S. , » | has 
in CBS WTOP song, rates guaranteed for 90 days from| g§mithwick Concrete Produ sale 
vision license on television chan-| the date of the first commercial Company, Portland, Ore 
| ] WaAsHINGTON — The Washington | nel 12. Bobbett Service Moves broadcast and based on a straight | named Searcy Advertising Agen >] Ger 
Advertising Service, Tate scheduled for day and night, | portland, to direct advertising { ;) cus 


Post is putting up $855,470 for a) —— Bobbett ate 
. 55% interest in WTOP, the 50,000- Thternational E pe ds Inc., Dallas, has moved to new divided into seven units as fol- the company’s Lite-Wate pum ec} wel 


watt outlet owned and operated | quarters in the Martin building, lows: One hour, $100; 30 minutes, | block, made of concrete and pu ter 
here by CBS. | Entering its 50th year, Interna- | 1925 Cedar Springs Ave., and has $60; 20 minutes, $50; 15 minutes, ice. Ads will run in Portla id of : 

In consideration of $699,930 in | Honal Paper. Company, New York, opened a silk screen processing $40; 10 minutes, $30; 5 minutes, newspapers and, in additicn | nan 
ond | announced a $46,000,000 mill | plant in a new addition to that and 1 minute, $15. The sta- dealers ads, direct mail and fo j-f Jain 
prop — expansion program. Plans call for | building. tion began commercial telecasts ers will be used. rece 


| ferred to the new corporation, 
H WTOP, Inc., CBS is retaining a 


45% interest. 

These details, together with the 

fact that John S. Hayes, currently | 

general manager of the Post- 

owned WINX, will become gen- 

eral manager of WTOP, were re- 

vealed in transfer applications 
filed with FCC. 

It was also revealed that CBS 
is paying $425,000 plus 55% of the 
net quick assets for control of 
KQW, San Jose, and KQW-FM, 
San Francisco, owned by Pacific 
Agricultural Foundation. 


¥ 
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G-E Promotes Two 


Paul L. Chamberlain, manager 
of sales of the receiver division, 
has been appointed manager of 
sales in the transmitter division 
of the electronics department of 


Sets Fall Fashion Show (Rebates for Delay 
California Apparel Creators will 
hold a second coordinated mar- on Flights Pays 
Off for Northwest 


ket-wide showing of fall fashions 
MINNEAPOLIS—The cost of 


in Los Angeles in _ individual 

showrooms, July 12-16. 
General Electric Company, Syra- 
cuse, succeeding Philip G. Cald-— Northwest Airlines’ offer of a 5% 
well, who has joined ABC. Wal-| Majestic Ups Dopkins on fares to passengers de- 
ter M. Skillman, sales manager| Lloyd Dopkins, radio sales man- layed by late arrivals of NWA 
of standard line radios, has been | ager, has been named vice-presi- hes cemmared 
named to succeed Mr. Chamber-| dent in charge of sales of Majestic |? age 
lain as manager of sales of the|Radio & Television Corporation, t® the benefits of the plan in in-| 
receiver division. Elgin, Il. creased percentages of on-time 


arrivals and good will of passen- 
gers, company officials revealed 
after surveying the first three 
months of the novel plan’s opera- 
tion. 

Results have been amazing in 
this unusual public relations effort 
to assure the public that an all- 
out effort is being made to lick 
the problem of flight delays, Croil 
Hunter, president, said. 

From March 15 through June 9 
the airline flew 4,845 flights, with 


the Farmer takes Wife 


Miami? Swell! Catalina? Why not? They may even take a whirl at 


Waikiki . . . cost is no object with the Mid-American farmer! 


Not after years of fat checks for grain and eggs and milk and meat 
—for all the things in which Mid-America leads the world. 


No, the big questions today are “What’s the best?” and “Where do 
we get it?” 
That’s why the top Mid-America’s farm families read Capper’s Farmer. 


They know it will tell them “what’s best”—in farming and living alike. 


As for the other question, ‘Where do we get it?”—+that’s where you 
come in, Put your advertising in Capper’s Farmer, where it will be seen 
by 1,300,000 leading farm families . . . and share in a reader confidence 
unique among farm publications. 


the magazine farm people believe in 


TOPEKA, KANSAS 
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la total of 16,684 scheduled ar- 
rivals. Of these, only 1,400 or 
8.4% did not make the 30 minute 
arrival deadline, before rebate. 

Of the 1,400 instances where re- 
bates were paid, 923 were late 
arrivals at intermediate stops and 
297 at terminal stops, indicating 
the frequency lost time en route 
was made up. The remainder 
were due to 108 occasions when 
no stop could be made at a sched- 
uled airport and 72 flight can- 
cellations. 


PictSweet Names Walker 


John Walker, formerly man- 
ager of the packaged products di- 
vision of Fisher Flouring Mills 
Company, Seattle, has been ap- 
pointed director of national mar- 
keting development of PictSweet 
Foods, Inc., Mount Vernon, Wash. 


‘Spruill Named V.P. 


/of any type of media. 


T. Bryce Spruill, account ex- 
ecutive, has been appointed vice- 
president of the N. A. Winter Ad- 
vertising Agency, Des Moines. 


(Advertisement) 


A Space Buyer's 
Philosophy on the 
Business Market 


William T. Tieman 
Secretary and Media 
Director 

Atherton & Currier, Inc. 


We do not feel that there should 
be any standardization of the uses 
It stands to 
reason that no pat combination of 
publications can do an equally 
effective job of covering the mar- 
kets of all advertisers, business or 
otherwise. 


But the idea of using more than 


one publication to reach the busi- 


ket. 


| all 


ness market is an excellent one. 
Any manufacturer needs the mass 
circulation of general business 
magazines to reach all of the busi- 
ness men who make up his mar- 
His marketing plans must 
necessarily include those who are 
unknown buying influences. or 
prospects, as well as those who 
are known. 


No one single combination of 
magazines will do this job suffi- 
ciently well in every respect for 
business market advertisers, 
but some combination is necessary 
in every case to adequately blanket 
the most important segments of 
American business. 

Naturally, each publication must 
be evaluated on its own merits. 
How well does it fit into the par- 
ticular combination? How well 
does it answer the problems of 
the particular advertiser? 

Your media man can do this job 
best for you. He can help you 
work out a mass advertising pro- 
gram which will help you sell 
more goods to business men at 
lower cost. He is well equipped 
with all the available facts on the 
market and the media—plus his 
own knowledge of the experiences 
and results in other business ad- 
vertising campaigns. 

This column is sponsored by 
Nation’s Business to promote the 
use of a mass technique in selling 
the business market of America. 

Four leading general business 
magazines offer you a combined 
circulation of 1,335,000 executive 
subscribers. This means over fif- 
teen million pages a year on 12-13 


time schedule. 

Guaranteed Circulation B&W Page 
Nation’s Business ..575,000 $3,000 
U. S. News & 

World Report 350,000 2,400 
Fortune . .....235,000 2,900 
Business Week ....175,000 1,575 

1,335,000 $9,875 


We'll be glad to give you a more 
detailed picture of the mass cov- 
erage now available to your busi- 
ness. Write for free booklet. Na- 
tion’s Business, Washington, D.C. 
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Too Much Professionalism 


As the convention gavels sound 
across the land, in almost any 
field, they set up a persistent re- 
verberation which sounds very 
much like “Professional . . . pro- 
fessional . . . we all want to be 
professionals.” And the market- 
ing, sales and advertising busi- 
nesses are no exception. 

Indubitably, everyone wants to 
get into the act; and in this case 
the act consists of being a mem- 
ber of a “profession.” No one, it 
seems, is willing to concede that 
business or trade or work is worth 
while in itself. It becomes truly 
meaningful only when it assumes 
“the dignity of a profession.” 

Every organization of individu- 
als, every group of workers in 
whatever vineyard, seems bound 
and determined to achieve “pro- 
fessional” status, no matter what 
the cost in resolutions, committee 
activities and development of 
meaningless euphemisms to take 
the place of decently descriptive 
vocational titles. 


educational standards and higher 
ethical standards. But why can’t 
they be achieved by a “business” 
or a “trade” or a “vocation” just 
as well as they can be achieved by 
a “profession”? 

Perhaps we are quibbling, need- 
lessly. The fact is, however, that 
the concern of all groups to raise 
themselves and their members to 
“professional” status frightens us 
a bit. We’re not so sure that a 
general acceptance of the adver- 
tising business as a profession, or 
of selling as a profession, will be 
good for either advertising or sell- 
ing. We mistrust the connotations 
of “profession” as a sort of ivory- 
tower occupation, in great meas- 
ure free of the stresses and strains, 
the rough and tumble, of ordinary 
occupations which are not “pro- 
fessional.” 

We have a glimmer of a sus- 
picion that advertising and selling 
and marketing had better not get 
too professional and too polite and 
la-de-da, if they hope to main-| 


If one accepts the dictionary|tain and increase their effective- | 


—General Mills 


“| play this guy real deep—he's a very heavy Wheaties eater!" 


It's the Heat 

During one of the worst winters 
we ever recall masquerading as 
spring, the silly season has been 
delayed, but now has burst in full 
flower: 

In Dallas, a new air condition- 
ing and heating company calls 
itself ‘““‘Weather Merchants.” 

A French promoter named An- 
dre Harley announced that he was 
bringing the New Look in graphic 
arts, for packaging and advertis- 
ing. (And dull is the business 
which has not been repeatedly 
New Looked in recent months.) 

In Chicago the Bell Saving & 
Loan Corporation was having 
trouble with its co-op “Believe It 
or Not” radio show on WMAQ, be- 
cause listeners kept sending in Vel 
box tops for Bell’s free budget 
book giveaway. 

Jack Wyatt, who used to write 
the “Mark Merit” ads for Schen- 
ley, had bought a countryside inn, 
“The Flying Goose,” on the 
Bethel-Newtown Road, formerly 
the Dodgingtown Inn, up in Con- 
necticut. He told a Hartford Tele- 
gram reporter that in his role “as 
host of the Flying Goose, I think 
I can act like one—a host, I 
mean.” 


Gossard (which makes Goss-up), 
Stephen Jay, FEMode Founda- 
tions, Perma-Lift, Vanity Founda- 
tions which make Dia-trol, Cali- 
fornia Foundations with the Nev- 
R-Roll top, Fortuna, Venus, Sur- 
prise bras, Stardust (which points 
the way to profiles), Lewella Wee- 
Bit, Lilyette, Diana, Delightform, 
Formaid, Silk Skin, Beau-Bra, 
Charma, Laffoon (which makes 
Laffoon bra and a device called 
the Laffoon Nip), Melody, Desire, 
Genie and Locket Bra (which 
locks in front, doubtless a fea- 
ture), Swisstex, Sensible bras (at 
a “cents-able price’), Milady, 
Darleen, Girdlecraft, Olga (makes 
Sorority Sensations), Primrose, 
Mardi Bra, Wired Goddess by 
Revelation Bra of Boston (see 
what the Bra-hmins are doing?) 
and Pliantform has a Breathing- 
bra. 

In the middle of the section was 
I. Newman & Sons, with a $1,000 
prize offer to the person who can 
name the new Newman panti- 
girdle, no snap when the competi- 
tion is considered. It ought to be 
said that I. Newman makes the 
P. N. Practical Front corset. 

We are delightfully unacquaint- 
ed with the bra and corset busi- 


Advertising Age, 


The following documents may b 
secured without charge from con 
panies sponsoring them or throug 
ADVERTISING AGE, by any nation: 
advertiser or advertising agenc 
executive writing on his busine: 
letterhead. Address ADVERTISIN 
Ace, 100 E. Ohio St., Chicago 1 


No. 3102. Copy That Clicks wit 
Readers. 


The final authority on what yo 
say and how you say it is th 
reader, says this brochure, in 
which the Associated Business 
Papers, in readable and informa! 
style, offers a lot of help toward 
a more effective job of business 
paper advertising. The pages con- 
tain reproductions of numerous 
“effective” business paper ads, 
with accompanying comment on 
reasons for the particular han- 
,dling of each one and what each 
ad has done for the advertiser. 


No. 3103. Pictograph Folder. 
Pictograph Corporation has is- 
sued this file folder about its 
service, showing many examples 
of uses for its graphic symbols in 
illustrating statistical data. 


No. 3104. Today’s Woman Reader 
Characteristics 1948 vs. 1946. 


Distribution of Today’s Woman 
by age groups, marital status, 
/homes with children, and educa- 
tion in 1948 as compared with 
|1946 are reported in this booklet, 
| with several tables of comparison 
with other magazines in the wom- 
/en’s service field. 


|No. 3105. Teen-Age Market Data 
—Beauty and Personal Care 
Survey. 


Answers from Seventeen’s con- 
sumer panel of teen-age sub- 
'scribers are tabulated in this re- 
‘port, published by Triangle Pub- 
lications, showing the use, owner- 
ship, buying habits and brand 
preferences for toiletries, cosmet- 
ics and allied products among 
| girls between 13 and 19 years old. 
|The report includes a breakdown 


: 


In San Francisco, Bullock & h way. | of respondents by age, section, city 

who pursues as a business some | The advertising and selling busi- | wrapping paper (featuring the| give us a jolt, not because of its, 

vocation, occupation or sport en-| nesses in particular ought to shy | city’s landmarks) that customers|content but because of the coy|No. 3106. Iron Age Information 

gaged in by others only for pas- | away from the “professional” con-| are willing to pay 50 cents to $1 way in which it leaps into your Folder. 

time,” surely the advertising field | cept for this reason, if for no |extra for the gift wrapping, de-|]ap and gushes at you. In this new file-size folder, is- 

is filled with professionals, more| other: The so-called learned pro-| pending on the size of the pack-| “| taps the tummy 'sued by The Iron Age, are sev- 

or less busily engaged in fighting | fessions, of which two of the chief | age. (Betcha they never use per- | . hugs the hips ‘eral data folders dealing with the 

off the depredations of the hordes|are law and medicine, both be-| fumed ink for the scenes showing | - pats the derriere _metalworking market and The 

of amateurs who make up all the | lieve in Emerson’s mousetrap | Fishesman Snug-Fit waist” it. 
ee what we mean’ e folders shows the results 

remainder of the population. theory. The seller waits patiently | Snugfit of 


| Foundations, 
We are far from decrying the for the buyer to seek him out; to) Snugins Blanket Fastener, and/ Jottings ‘ef tanta busiae in motal- 
desire of marketing, sales and ad-| practice any form of salesmanship | Snugintucks Mills were all doing} You'll be disheartened to know| working plants; another reports 
vertising men to raise the level of | is to violate one of the most sacred | business cozily. And so was our) that five universities now give full on market senearch surveys made 
their callings, to set more exact) tenets of the order. favorite company, the Poopee | credit for flying travel tours at | by The Iron Age. There are a 


_Snoopee Mfg. Company, Novelties,!home and abroad by TWA. . . circulation statement, data on ad- 


: sis | 191 7th Ave. | The New York World-Telegram | vertisers and volume, rates and 
A Lesson in Humility? N - has published a slick booklet on | mechanical requirements, and a 
stockholder | Nomenctature “The life and times of Arpad,” the comparison of metalworking pub- 


resigned, and : 
it exists, has no| The bulging brassiere and corset | bird who brings W-T readers daft) lications. 


ivi section of Women’s Wear Daily! daily weather stories. . . 

parture of the latest group of rallying point. arrived on our desk last week, and| George Homer Martin Associ-|No. 3057. Geographic Study © 
Montgomery Ward executives) Mr. Avery is undoubtedly a set us to thinking that surely the| ates, Newark, N. J., agency, says| Estimated $775,000,000 Linen 
with the somewhat whimsical, very smart man. & Domestics Market. 

head: Haire Publishing Company ha 


Barron’s, a reasonably sedate} have 
financial weekly, reported the de-| discontent, if 


re-| are lavished on a business whose | 


on Fear that Ward Lost.” In the 


past 12 years, it said, three presi- | 


dents and 25 vice-presidents of 
Ward have resigned. In the latest 
batch of departures, six top men 
have left in a space of a couple of 
months. 

The most recent upheaval has 


He has also un- most ingenious names in the world| that on the media list for De 
“Avery Wins; Stock Falls| doubtedly pursued a most | 


| Bruce Inn, are “Swiss weeklies.”’. . 


markably unorthodox personnel | 
course, one which most business | 
analysts have always believed | 
leads to quick and certain ruin. 
But Montgomery Ward has not 
been ruined. It hasn’t done quite 
as well as its biggest competitor, 
but it hasn’t done too badly, | 


motto ought to be: “To Have and, 
Have Not.” 

For instance, there are Flexees, | 

ru Balance, Nemo (Crow with 
Nemo... visible beauty, invisible 
comfort), La Trique, Warner’s (a 
plain name, but its brands include 
Sta-up-top, Free - lift, A’Lure, 
Chafeze and Gay Deceivers), Ex- 


We liked the headline Harold|issued this U. S. map, which is 
Cabot & Co. used for a house ad|accompanied by tables showin: 
in Boston: “Bottom Flare and|population, income and genera 
Kick call for the Gobo to kill| merchandise sales by geographi 
Bloom,” which is a composite sen-| districts, and estimated sales « 
tence of television studio argot, to towels, blankets, sheets and othe 
which Cabot provided a_ glos-| linens and domestics. 


‘No. 3093. 


The Automobile Manufacturers | ‘ Prewar and Postwe 
Circulation and Advertisin 


caused the price of Ward common either. It will probably go along; quisite Form, Biflex, Biaband, Association, Detroit, reports that 
stock to slip seven points, but | doing business without the aid of|Controlette, Dec-la-Tay by Maid- more new automobile companies Trends of New York News 
Barron’s says that “in all proba- the most recent executives, and|enform, Enhance by Lily of|have been formed since World| papers. 


bility, the stock has overdiscount- 
ed the implications of lower sales,” 
and that expectations of a sales 
slump are “insecurely based.” Mr. 
Avery, at 74, is in undisputed 


command. Two Morgan directors 


when Mr. Avery finally gets 
beaten or dies, it will probably go 
along without him, too. 

The whole performance is cer- 
tainly a bit disturbing to the 
human ego. 


France, Flexknit, Slack-ees, Rite- 
orm, Celebrity bras by Best 
Maid, Peter Pan, Bias-Cup by 
Model, Bestform, Lovable bras- 
sieres, Bali, Smoothie controlleur, 
Formflex, Wispese, Even-Pul 


(which gives that Flat-E-fect), 


War II than at any time since| Weekday and Sunday circula 
1921. In 1921 there were 89/tions of New York newspaper: 
makes of cars produced in the/1941 and 1948, are shown in thi 
U. S., today there are 20... ‘report, issued by the New Yor 

And Forbes’ headline for its ad: | Times. Linage in six classifica 
“Why buy a gallon of milk when tions is reported for 1947, wit 
you want a pint of cream?”. . ‘figures for gain or loss over 194! 


| ‘ une 26, 194! 
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FALL FOR 


You need today’s facts 
and figures on Philadelphia — 
America’s 3rd Market! 


Philadelphia Department Stores 
Prefer The Inquirer in 1948* 


INQUIRER 2ND PAPER 


1,757,185 1,576,127 
LINES 


DAILY AND SUNDAY DAILY AND SUNDAY 
* FIRST 3 MONTHS 


It’s a famed woman’s prerogative... to change 


her mind. And in Philadelphia she has changed to 
THE INQUIRER! That’s why, in advertising directed to 
women... as well as in total advertising, 


THE INQUIRER is first in Philadelphia. 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia 


Exclusive Advertising Representatives 


T. W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1.7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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Open L. A. Agency 

Frank Ford and Dan Gann have 
opened sales promotion and ad- 
vertising offices at 830 N. LaBrea 
Ave., Los Angeles. Mr. Ford was 
formerly promotion and merchan- 
dising manager of KNX-CBS. Mr. 
Gann had been in charge of pro- 
motion, publicity and merchan- 
dising for Western Family. 


Technical Names Ward 


Frederick H. Ward, formerly 


Cleveland representative of Topics 
Publishing Company and of Na- 
tion’s Business, has joined the 
Cleveland staff of Power Genera- 
tion and Plant Engineering, pub- 
lished by the Technical Publish- 
ing Company, Chicago. 
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Lux Theater 
Retains Top Spot 
on Hooper Report 


New York—Lux Radio Theater 
(CBS) was first again with 19.2 
on the June 15 Hooper report. | 
Walter Winchell (Jergens, ABC) | 
came in a close second with 18.2. | 

Other leaders: 


from a year ago. Average sets-in- 


|} use of 24.5 was down 3.0 from the 
‘last report and up 1.5 from a 
| year ago. 

The daytime top group is a solid 
| list of soapers, as follows: 


Ma Perkins (Oxydol), CBS........ 7.2 
| Aunt Jenny (Spry), CBS.......... 7.1 
Portia (General Foods), NBC...... 6.8 
Our Gal, Sunday (Anacin), CBS...6.8 


When a Girl Marries (General 
Young Widder Brown (Sterling), 


Fibber & Molly (Johnson's Wax), | Big Sister (Ivory), CBS........... 6.7 

16.7 | Helen Trent (Whitehall), CBS..... 6.6 

Bob Hope (Pepsodent), NBC..... 15.4 Backstage Wife (Sterling), NBC...6.6 

My Friend Irma (Swan), CBS....15.4| Right to Happiness (Ivory), NBC. .6.4 
Jack Benny (Lucky Strike), NBC .15.2 | 


Godfrey's Talent Scouts (Lipton), 


Take It or Leave It (Eversharp), 
Red Skelton (Kool), NBC........ 14.0 
Mr. D. A. (Bristol-Myers), NBC. .13.2 
Screen Guild (Camel), CBS....... 12.2 
| Horace Heidt (Philip Morris), 
| Bing Crosby (Phileo), ABC...... 11.5 
| Truth or Consequences (Duz), 

Music Hall (Kraft), NBC........ 10.5 


Stop the Music (Speidel), ABC... .10.5 
Average rating was 7.0—down 


The average daytime rating 
was 4.1, down 1.1 from the last 
report and up 0.1 from a year ago. 
| Average sets-in-use of 16.3 was 
down 2.0 from the last report and 
|up 0.6 from a year ago. 
| 


Joins Erwin, Wasey 

| Milton Tashjian, who formerly 
|operated his own art service in 
|Chicago and Los Angeles, has 
| Joined Erwin, Wasey & Co., Los 
| Angeles, as a designer in the art 


1.3 from the last report and 0.2 | department. 


You help your community 
When you help make Sewer Pipe — 


Sewer pipe being underground 


sciousness. Yet, it is vital to the sanitary and drainage 


needs of every community. 


Because of population expansion, extension of resi- 


dential areas, rural electrification 


struction need for sewer pipe production has been 


expanding at phenomenal rates. 


A new continuous method of producing sewer pipe 
has, in addition to the industry expansion, created a 
new market for many industrial advertisers. | 


Details on how your products can serve the sewer | 


pipe.as well as the other branches 


industries will be sent upon request. 


Clay Plonts Must Ex- 
pand to meet increasing demands 
from other industries 


“A PICTURE STORY OF CLA 
tells how you can 


Send for your copy today. 


Published by Industrial Publications 


escapes your con- 


and industrial con- 


of the clay products ] 


Y PRODUCTS" 
help. 


INSTRUMENT 
CONTROLS 


ES) 
MOTORS 


4 STOKERS 


Cun TRUCKS 


DIESEL 
ENGINES 


| 

| 

| 
1 BURNERS 
err 

| 

| 


COAL 


PUMPS 


What it takes to make 


SEWER PIPE 


and scores of other Clay Products 


FANS 


@a_ pit, MINE AND 
‘sg DRYER CARS 
ocomorives 

* POWER 
SHOVELS 
Gt 
ELEVATORS 
dy 


Ob CONVEYORS 


DRYERS 


VIBRATING 


SCREENS 


You can sell and serve through the 
world's Leading Clay Journal 


Inc., the largest publishing organization devoted exclusively to building. 


Advertising Age, June 


Edward J. Brown, former public relations director of the Hart- 
ford Courant, has a new title. He resigned from the newspaper 
to become president of Arnold College, Milford, Conn., June 1... 
And a new member of the faculty of the Marquette University 
college of journalism, Milwaukee, is Robert A. Kidera, of the pub- 
lic relations staff of the Carnation Co., Oconomowoc, Wis. . 

Dave Laux, exec. v.p. of Sports Afield, was half of a combina- 
tion that turned in the winning card of 31, 33—64 in the amateur- 
pro golf tournament at the Cherry Valley Club, Garden City, L. I.. 


a couple of weeks ago. Dave 
and his partner “blended their 
efforts superbly,” one sports 
writer reported, and it doesn’t 
sound like an overstatement. . . 

It’s Florida sunshine and 10 
days of tarpon fishing fo a 
party of admen, including Bill 
Cleworth, Cleworth Publishing 
Co., New York; Stuart Crane, 
pres., Cutler- Hammer, Inc., 
Milwaukee; E. E. Price, Eugene 
Dietzgen Co., and Leslie Drew, 
Kirkgasser-Drew, Chicago. 
George Parkhouse, v.p. of Mid- 
dleton, Inc., Dallas outdoor ad- 
vertising concern, is running 
for reelection to the Texas 
legislature. . . 

Sherwin H. Rogers, v.p. of 
Harry J. Lazarus & Co., Chi- 
cago agency, is sailing on the 
Queen Elizabeth for an extend- 
ed tour of England and the 
Continent. Mrs. Rogers is go- 
ing along to gather information 
in Paris for use on her fall 
radio series, “Talking with 
Toni,” in which she stars... 

The tulips which bloomed in 
the traffic islands along Park 


BIG ONE—Stan Levey, account execu- 
tive of WBBM, Chicago, proudly dis- 
plays the whopping muskie he caught 
during a fishing trip at Lake Vieux de 


Ave. in New York this spring Desert, Wis. 

were a gift to the city from 

Albert D. Lasker, former president of Lord & Thomas, and Mrs. 
Lasker as a memorial to Mrs. Lasker’s mother, who died in 1940... 

Earl Bunting, managing director of the NAM, and Charles Luck- 
man, Lever’s president, were among those who received Horatio 
Alger awards from the American Schools and Colleges Associa- 
tion. .. 

Seagoing members of the New York chapter of the NIAA, who 
sailed over from Larchmont for the outing held at the Plandome 
Club on Long Island, included Beb Morse, manager of Purchasing, 
who was commodore of the fleet, Harvey Conover, president of 
Conover-Mast, who will also sail his “Revonoc” in the Bermuda 
race, George Lockwood of Paper Trade Journal, Carl Hildebrand, 
president of Sandvik Saw & Steel Co., Palmer Langdon, publisher 
of Metal Finishing, and C. E. Harrington of the Meehanite Metal 


Car 


LUCKY GUY—1948 golf champion of the New York Dotted Line Club is Dick 

Gubick of the Charles Dallas Reach agency, who won not only the silver cup 

he's holding, but also the automatic martini mixer (center). Making the presen- 

tation are Rudy Kopfmann of Associated Business Papers and Al Eckel of the 
Chilton Co. 


Romance has blossomed out at NBC television and Margaret 
Snider, supervisor of television music, has announced her engage- 
ment to Albert Protzman, technical production director at the net- 
work. . . Philip Miller of Donahue & Coe was married not long ag‘ 
to Joan Marvin of Pelham, N. Y. . . and Ellen Hess, managins 
editor of McCall’s, was married on June 9 to Florimond Duke, : 
partner of Day, Duke & Tarleton... 

John C. Cornelius, executive v.p. of BBDO, has been elected t 
the board of directors of the Red Owl Stores, Inc., which oper 
ates 225 corporate food stores and more than 380 agency stores i! 
nine midwest states. . . Hurnard J. Kenner, who recently retire 
from the New York Better Business Bureau, was among seve! 
alumni of the University of Chicago awarded citations of merit. . 

Robert Swan, radio director of Joseph Katz Advertising, Balti- 
more, is the proud father of a baby girl. 

When Percy Lyons, ad mgr. of Manufacturers Life Insurance 
arrived at his office recently he was greeted with a basket of 4: 
roses—one for each year of his association with the company—: 
longer period than any other employe now active has served... 
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always read 


ADVERTISING AGE 


because find 


easy read and worth reading” 


comments L. E. Meyer of 
INTERNATIONAL CELLUCOTTON 
PRODUCTS COMPANY 


“I know that’s not an original thought, — let’s 
credit it to good old anonymous, — but it expresses 


my reaction to a ‘T”. 


“Reading habits somehow tend to get into a 


groove, and while many other advertising and L. E. Meyer 

business magazines offer a great deal in the way = 
| Lawrence E. Meyer, advertising manager of 

of news, articles, and ads, I find that Ad-Age is International Cellucotton Products Company, 


has been with that firm since October, 1920, Ai 
which makes him the “oldest living employee.” : 


my standby. 


His first job in advertising was of less than a 


month duration, — his next, somewhat longer, 


e . 
I suppose it's the same with most people. For and currently taking on the aspect of steady em- 


example, Kleenex Tissues, if you ll pardon the ployment. Mr. Meyer was elected to the board 
of directors of International Cellucotton Prod- 
plug. People who got into the habit of using ucts Company in 1943. In organization work, he 


is active in the affairs of the Advertising Man- 
agers Club of Chicago, the Western Advertising 


the same way about your product.”’ Golfers Association, C.F Koen and A.N.A. 


Kleenex just stay with it, bless their hearts! I’m 
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Fire Underwriters 
Board Launches 
Prevention Drive 


New York — “Fire, 


insurance business 


The new ads will stress the need 
for greater effort on the part of 
every individual for more precau- 
tions against fire and more fire 
protection, and each ad will fea- 
ture a box describing an impor- 
tant public service of the fire in- 
surance business. 

The first full-page ad will ap- 
pear this month in Life, Look, The 
Saturday Evening Post and This 
Week Magazine and in July simi- 
lar ads will appear in Country 


Gentleman, Farm Journal and’ Boyd Joins Federal 


Douglas Boyd, art group super- 
J of Compton 
& Age | New York, will join Federal Ad- 
tiona uolisher an uousners | vertising Agency, New York, on 


July 1 as vice-president and di- 
“Fire, the Fifth Horseman” will) rector of art, succeeding MacGre- 
Horseman,” is the symbol of a form the theme of the board’s an-|g0r Ormiston, who has resigned. | 
new national advertising cam- nual, distributed nationwide for | Mr. Boyd also has been appointed 
paign launched this month by the/|Fire Prevention Week, Oct. 3-9.) 
through | Mats of the ads will be available) 
the National Board of Fire Under-|to newspaper publishers for local 


Successful Farming as well as in 
the business magazines, American 


Auxiliary. 


insurance advertising in support 


of the fire safety advertising Sphar Named A.M. 


Wayne R. Sphar, formerly ad- 
vertising manager of Jessop Steel | 
Company, has been named adver- 
tising manager of the Freedom-| 


Valvoline Oil Company, Freedom 
Burndy Names Carr 'Pa., succeeding A. J. Kilgariff. 


drive. 
The agency is J. M. Mathes, 
‘Inc., New York. 


J. C. Carr, formerly advertising | 


and sales promotion manager of 
the Kollsman Instrument division Esso Promotes Two 
Henri J. Drucquer, former mer- /appointed Slans & Maury Adver- 


of Square D Company, has been 


visor Advertising, 


a director of the agency. 
Boyd joined the Blackman Com- 
pany. Compton’s predecessor, in 
1930 


has been appointed an assistant | 
manager of the company’s adver- 
tising-sales promotion group. R. H. 
Crum, previously with the adver- | 
tising-sales department, has been 
appointed assistant manager of the 
tires-batteries accessories depart- 
ment. 


Illinois Lock to Grimm 


William K. Grimm, Chicago, has 
been named to direct the adver- 
tising of the Illinois Lock Com- 
pany, Chicago, effective July 1. 


Begins Fashion Feature 
Effective July 4, the Buffalo 
Courier - Express begins a weekly 
publication of a full-page fashion 
feature prepared by Spadeo Fash- 


| ions, Inc., New York. 


To Slans & Maury 
Rhinette, Inc., New York, has 


named sales promotion manager |chandising manager of the Penn- tising, New York, to handle ad- 


of Burndy Engineering Company, |sylvania sales division of the Esso 
New York. | Standard Oil Company, New York, 


vertising for the Rhinette line of 
children’s rayon panties. 


‘day, circulation director, Su. 


aoe 


Newspaper Price 
Problems Worry 
Circulation Men 


St. Paut—Increases in the s \¢ 
price of newspapers can be «x. 
pected if production costs contin i¢ 
to rise at present rates, J. B. Ca:a 


Francisco Examiner, and pre;i 
dent of the International Circ. 
lation Managers Association, said 
at the association’s annual mect 
ing here. 

The chief question discussed a 
the 49th annual convention was 
“How far can newspapers 
above the five-cent daily and 15 
cent Sunday rate, now commor 
throughout the country?” 

Mr. Casaday declared that 
five-cent price cannot be held lon 
in the face of skyrocketing news 
print prices and wage increases. H 
said there is “serious talk up an 
down the Pacific Coast of raisin 
the single-copy price of dail 
papers to six or possibly seve 
cents,” but so far he knows of n 


|managers are trying to impre 


Shifts Pettit 


‘dailies that have taken such 30 
step. 
Walter Andrews, Daily Okla ba 
/homan and Times, Oklahoma City 4, 
| speaking of the trend toward a At 
deliveries of newspapers, told ho ree 
his papers are successfully deq ba 
livered by air to 8,000 individual Le 
/customers. Thirty-five pilots dro 
single copies to isolated rancheg ~~ 
he said. Li 
Too Much Bullyhoo 
Robert Payne, managing direq ed 
tor of the California Newspap Wa 
Boys Foundation, told of t The 
group’s plan to use motion pic dle 
tures in training carriers and nok 
its public relations program to dé 
velop carrier salesmen throug 
thrift clubs, summer camps, sport 
organizations andeducationag | E 
: sue 
scholarships. ines 
H. W. Stodghill, business ma fror 
ager, Philadelphia Bulletin, an@ ent 
chairman of the circulation assqj pro 
ciation and ANPA newspaper bog con 
committees, said that a newspapé 
does not fulfill its duty toward if To 
carrier boys when it merely pe H 
mits them to make a certain prof™ Pro 
each week. “We must make a mow to ! 
definite contribution towards thg Nev 
boy himself,” he declared, a — 


suggested having education 
tours, recreational programs a 
savings projects. 


Wants Code of Ethics 


Walter Rauck, Pittsburgh Pres 
warned that too many circulati 


their publishers by turning 0! 
bales of flashy “circulators a 
lots of ballyhoo instead of steac 
promotion work.” He took a sta! 
against further increases in c 
culation rates and suggested ado} 
tion of a codé of circulation et! 
through the ANPA, similar 
codes adopted for editors and 
vertising agencies in recent yea! 
Mr. Andrews was elected pré 
dent of the association for 1948 
and Mr. Casaday was na! 
chairman of the board. 
Others elected were: Joe | 
Jacksonville Times-Union, 
vice-president; Jere Healy, ! 
ald-News, Passaic, N. J., 2nd v °4 
president; L. W. McFetridge, T | 
World and Tribune, secret 
treasurer; and Ernest Schw 
Des Moines Register and Trit 
convention secretary. 


E. L. Pettit has been nz 
manager of the newly establi : 
advertising division of the © ° Availa 
tronics department of Gen ‘4 printe: 


Electric Company, Syracuse. 
viously he was assistant to ‘ ie 


/general sales manager of the 
' partment. 
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YOUR NEXT WINDOW POSTER 


Gen 
use. 
nt to 
f the d 


MAKE A DATE 
for 30c 


rhat’s 
wife or girl friend to the b 


all i costs to bring your 

tonight. You can’t beat the Sirds’ | 
battle with the AA Champs for lew 


cost fon and excitement. 


KANSAS CITY 
vs. RED BIRDS 


TONIGHT 8:30 
Ladies, 20c; Men, $i 


Kansas City here again tomorrow 
night. Red Bird Stadium, W. Mount 
Street. Tickets at Stadium. For Re- 
servations phone AD. 1175. Take W. 
Mound or Sullivant Ave. bus. 


30-CENT DATE—Typical of the small- | 
space ad series running in Columbus, 
O., newspapers plugging the Red Birds 
baseball team is this, offering men of 
the town a chance for a 30-cent date. 
At the end of last month, attendance 
reached 115,000, greater than previous 
banner years of ‘32 and '37. Kelly & 
Lamb Advertising Agency has the ac- 
count. 


Lincoln to Ferguson 

Lincoln Industries, Inc., Marion, 
Va., furniture maker, has appoint- 
ed Courtland D. Ferguson, Inc., 
Washington, Baltimore and Rich- 
mond, to handle its advertising. 
The account was previously han- 
dled by the Houck Agency, Roa- 
noke. 


‘Cattleman’ Ups Rates 


Effective with the July, 1948, is- 
sue, the Cattleman, Fort Worth, 
increases its advertising rates 
from $180 to $210 per page. Pres- 
ent contract advertisers will be 
protected through the end of their 
contract at present rates. 


To Hammond-Goff 


Hammond-Goff Company, | 
Providence, R. I., has been named | 
to handle the advertising of the | 
New England Butt Company, 
Providence, manufacturer of wire 
and cable braiding machines. 


PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Presto! Simply peel the protective cover- 
ing and press the poster into place on 


any hard, smooth surface . . . indoors 
or out. A small spot in each corner or a 
thin strip down each side of the display 
is all you need. Kleen-Stik gummed 
posters stay up until purposely removed 
—then pull off cleanly without the use 
of a razor blade. 


Get it up and Keep ut up ! 
Dealers and salesmen like Kleen-Stik. No 
moisture... no glue ...no tacks... 


no messy stickers. Every available space 
Ss @ Kleen-Stik Place! 


Available through any 
printer or lithographer 


411 S. Indiana Ave. 


Chicago 16 


Schmidt Joins Walker 


sistant city editor on the Minne-| ycoq 
apolis Times, has joined the 
Harold C. Walker Advertising, 


Minneapolis, to direct publicity Lever Shifts Two 


and public relations for industrial 


clients. Robin 


To Knapp-Shepard 


manufacturer of men’s and young 
: men’s worsted suits. 
Paul C. Schmidt, formerly as-/jications and direct mail will be 


Trade pub- 
for 


A. 
New York, will introduce a new 


| line 


E. Merry, with Lever | day 


| Brothers Ltd., Toronto, for a num-| Home, Better Homes & Gardens, 
| ber of years, has been named mar- House Beautiful, House & Gar-| 
director. 

Knapp-Shepard, New York, has|marketing director, 
been appointed to direct the ad-|transferred to the marketing ad-| ner Take All” on CBS and “Hearts | 
vertising and sales promotion of|visory division of Lever Brothers | Desire” 


Howe Martyn, | den 
has 


Dunbury Clothes, Inc., New York, |& Unilever Ltd., London, England. | also 


Plans Magazine Drive 


tember with color ads in 13 Sun- 


been) addition to participation on “Win- 


transcriptions for local selective 
announcements. 

The agency is Fuller & Smith & 
Ross, New York. 


New Gulistan Line 


& M. Karagheusian, Inc., 


of Gulistan carpets this Sep- 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGH CO. 
Division of 
900 Kibby St. Lima, Ohia 


supplements and American 


and Mademoiselle’s Living in 


on MBS. The company | 
supply dealers with 


will 


\ as 


c. C. SPINK & SON, 535 FIFTH AVE., NEW YOR 


More than 500,000 
Readers follow ‘The 
Inside of Baseball’’ in 


Che Sporting News 


Today, as for the past 62 years, these 
sports enthusiasts everywhere look to 
The Sporting News for the complete 
coverage of baseball available in no 
other publication. No other publica- 
tion gives your advertising such in- 
tense readership from this responsive 
group ...a group which has a com- 
bined income of $1,000,000,000. Sell 
them in The Sporting News 


—The Most 
Thoroughly Read 


Sports Publication 
in the World! 


K 17, N. Y. 


| 

| 
fussed a 
ion was 
pers g¢ 

ne park wd 

ing lot neat ore of the thousands > 

ewspapd ho came a thous4 \ 
tion pic Mu {i the picture wi rket here for 
s and —and . tremendous = huge, active 
am to de show the ling to this = 

ps, sport er group: han just 

ore t 

ess ma | sion gasoline oil. car. insure 
ptin, an | car of a new tO- 
tial buye* nd pipe 
ion assa a potenti” cigars ‘ads 
per bo | cigarettess nt of all kis 
ewspapd | ance sports equipme razor plades, 

ain prot shaving ds of other articles. 
ce a mo and thous4 T WROUGH 
yards t 
\4 pe rare” — 
\ ly ne T VEAR 
RACEBALL © BIGGES! 
| BASED \py Injaries, 
| Wr) 
| STIK PRODUCTS, Inc. — 


1 7 
Canned Foods 


Most Economical, 
Can Group Finds 


New YorKk—The Can Manufac- 


turers Institute will intensify the) 
year in cans than in any other). 14 will act as assistants to Tom gram costing from $250,000 to Appoints McCarney 


economy theme in its ad- 
vertisements in 


months with results from a com- 


parative study on the cost of fruits | 
and vegetables available in cans, | 


glass jars, frozen and fresh. 

Fruits and vegetables 
are ranked above those in glass, 
frozen and fresh, both in general 
economy and general availability, 
according to the report, which ap- 
peared in the Journal of the 
American Dietetic Association. The 
results were presented at lunch- 
eons held by the institute in New 
York and Chicago on June 15 and 
17, respectively. 

The object of the study was to 
determine what the average 
housewife in this country has to 
pay for the same foods—12 dif- 
ferent fruits and vegetables—if 


purchased in cans, in glass, frozen | 


packages or fresh. 


Instructors Cooperate 


Basis for comparison was the 
cost per pound of the edible por- 
tion of the raw food before proc- 
essing was used. The services of 
instructors in 19 home economics 
colleges across the country were 
enlisted. Each investigator priced 
or bought foods in local markets 
each month of the year. 

The availability factor was fig- 
ured by dividing the number of 
units found by the number of 


When your lawn 


takes on the - 
look of a At 
young wheat field ( cr 
you've / 


GOT to Mow it. 


But all your 
OFFICE OVERLOADS.. 


in TABULATING 
in TRANSCRIBING 


. . . those, sir, you load on 
OUR shoulders 


OVERLOADS! they've ugly, demand- 
ing ways. They stop down a compact, 
efficient accounting or typing depart- 
ment... like an overgrown lawn stops 
all kinds of fun at home. 

They upsel office routine, shoulder it 
to one side, smother it... until your de- 


partment completes the OVERLOAD. | 


Then, you go back and pick up 
routine where the emergency stopped 
it...and that’s more 
caught up. . and costly. 

Next time ANY office overload comes 
to your office, just smile and Call 
WORKMAN, and pile the overload on 


our shoulders. You go on with routine. 


We'll give you back fast your emergency 
calculations, or tabulations, or typing 
...and at money savings, when you 


“AOR UMAN 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
CHICAGO 2, Ill., 58 E.Washington St. 
Other office locations: 


New York City © Los Angeles 
Minneapolis ¢ Seattle 


the next few | 


in cans | 


turmoil to get | 


| stores = Titus, Arvold and 
/unit was not found alter snop 

in three stores, it was declared un- | Simpson Join BBDO 
available. Dave Titus and Don Arvold, ac- 
‘The final results show that all Count executives, and W. R. Simp- 
‘of these fruits and vegetables, ex-|50", creative chief, have been 


'cepting pineapple, Durstine & Osborn 
widely available throughout the! angeles. As. 


form. Other conclusions revealed |, Dillon, general account execu- 
in the survey are that canned)tije on the Rexall Drug Com- 
foods are more economical 1) pany. Mr. Titus will head all 
summer as well as in winter and | pagio operations for Rexall, and 
that they are more economical in / Mr. Arvold will be in charge of 
all sections of the country and in| merchandising, research and sales 
'small cities as well as large. | promotion. 
| Benton & Bowles, New York, is} Previously Mr. Titus was a pro- 
the institute’s agency. 'ducer in BBDO’s Hollywood office, 
—————— after which he joined Young & 
. Rubicam and more recently has 
Appoints Read been a free lance writer and pro- 
| John H. Read has been named|quycer, Mr. Arvold started out 
manager of the advertising agency | with BBDO in its Minneapolis 
| | and rejoined the company 
|pany, Hvansvile, in Los Angeles after service in the 
advertising and sales promotion | He left BBDO last year to 
/manager of Williams Oil-O-Matic | P 
Corporation, Bloomington, I11.,|Jom _Feacock, san Fran- 
‘prior to its consolidation with|cisco. Mr. Simpson was formerly 
'Eureka Vacuum Cleaner 


pany. 


office. 


added to the staff of Batten, Bar- | 


| wide wall paper advertising pro-| 


Com-| in the company’s San Francisco) 


Large Wall Paper 
Institutional Ad 
Drive Scheduled 


ATLANTIC CiTy—An_ industry- 


| Tuesday at the semi-annual con- 
‘vention of the National Wall 
|Paper Wholesalers’ Association. 
| Julian Brightman, of the Julian 
|Brightman Company, Cambridge. 
|Mass., agency, said 50% of the 
‘fund would be earmarked for 
/newspaper ads, 25% for radio 
|time and 25% for display pieces, 
|direct mail and magazine space. 
|Central theme of the campaign, 
he announced, will be wall paper’s 
value as “the single most deco- 
rative and attractive home fur- 
nishing material.” 

Citing the success of “Wall 
Paper Month” last March, Mr. 


|}up in 1949. Cooperating in the 


| $500,000 in 1949 was outlined here | 


Advertising Age, 


|drive will be the Wall Paper In 
stitute, National Wall Pape 
| Wholesalers’ Association, Retai 
Wall Paper and Paint Dealers As 
sociation, Painting and Decoratin 
Contractors of America and man 
independent wall paper dealers. 


Keystone Motorist, official put 


lication of Keystone Automobi 
Club, Philadelphia, has appointe 
R. W. McCarney Company, Phil: 
|delphia, as its advertising repr« 
sentative. 


Canadian Group Elects 

R. C. Rowe, president of th 
National Business Publication 
Ltd., Gardenvale, Que., has bee 
elected president of the Busines 
| Newspapers Association of Can 
| ada. 


KMOX Appoints Two 


| Edwin Fisher, sales promotion 
Wilson, con- 


|}manager, and Ben 


tinuity director of Station KMOX. 
Brightman urged a spring follow-| st Louis, will join the station’ 


sales staff on July 12. 


* 

What a market editorial 
screening gives you for 
apples, baby food, milk, 
cod-liver oil, cookies — 

everything it takes to 
keep millions of young- 
sters happy and at the 
peak of health. BH&C 
children are among the 
best cared for in the 


country. 
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Smith Offers 
Dealers 2-for-1 | 
Co-op Ad Plan | 


MILWAUKEE—A. O. Smith Cor- 
poration now is offering its deal- 
ers a two-for-one cooperative ad- 
vertising plan. 

The Smith proposal allows each | 
dealer to spend up to 3% of the) 
factory-suggested list price on its) 
Permaglas, Duraclad and Milwau- 
kee heaters for local newspaper 
ads, radio and certain forms of | 
store identification and product 
display. He is then reimbursed 
by the company for two-thirds of | 
his expenditure. 

Total expenditures under the) 
plan are expected to hit the $500,- | 
000 mark during the first year. 

Henri, Hurst & McDonald, Chi- 
cago, handles the account. 


| 
| 
| 


To Bond & Starr 


Lik-Em Peanut Company, Pitts- 
with Bond & Starr, Pittsburgh. 


CELEBRATING OPENINGS—Looking happy, in Los Angeles, about the opening 
of his two West Coast offices is Roy S. Durstine, extreme left, president of Roy 
S. Durstine, Inc. Participants included (left to right): Mr. Durstine; L. C. "Slim" 
Barnard, automotive editor of the Los Angeles Examiner; Preston Tucker, presi- 
dent of Tucker Corp., a client of the agency; Lynn Rogers, automotive editor of 
the Los Angeles Times, and Herschell Blewett, automotive editor of the Los 
Angeles Herald and Express. New offices are at 2853 W. 7th St., Los Angeles, 
and 703 Market St., San Francisco. 


Issues New ‘Wineletter’ 


fornia Wineletter” 
C. H. van Kriedt, formerly man- | 


on June 25,|/Sented nationally by 


‘Burnett Alters Name 


| The firm name of Verne Bur- 
‘nett, New York public relations 
counsel, has been changed to 
Verne Burnett Associates. 


Mem- | 


bers of the organization listed as | 


associates are: Dorothy Ashton, 
|'Laura M. Burnett, Verne Burnett, 
Alice Buxton, William R. Case, H. 
Bruce Fouche, Nellie-Mae Leon- 
ard, Bruce Millar, John F. Moyn- 
ahan, William E. Price, Althea 
Rickert Wheeler and Eleanor Troy 
Williams. 


‘MacPherson Quits KOA 


| James R. MacPherson has re- 


as assistant manager in| 


| 


/charge of commercial activities of | 
| Station KOA, Denver, to engage) 


in management 
broadcasting, public relations, 
marketing and kindred fields. 


‘McHugh Appointed 
| The California Farmer, repre- 
the Katz 


Agency, has appointed Frank J. 


| The now bi - weekly newsletter | McHugh Jr., Portland and Seattle, 
burgh, has placed its advertising aging editor of Food Freezing, Will be published at 420 Market 
began publication of the “Cali-' St., San Francisco 11. 


,to represent the publication in 
Oregon and Washington. 


UIET, please, while the big deci- 

sion’s being made. It’s got to be 
a big piece — and it’s got to be a 
choice one, too. 


A home. 


Good luck, Jimmy. If you were grown 
up and buying space, picking the best 
‘would be easier — because a fellow 
can look inside. 


Inside Better Homes & Gardens, for 
example, advertisers find 100% service 
articles on better living in a_ better 


Naturally, 100% service appeals only 


the Best 


the Trick 


home and family, 


to the people whose big interest is 


Over 3,000,000 of them reading BH&G 


for ideas and know-how make a whale 


of a market. 


And it’s a very rich whale of a market 
because BH&G families have incomes 


that are among the highest for all 


big magazines. 


Better find out how our editorial 
screening delivers this blue-chip 


market to you — when the BH&G 


representative calls next time. 


counseling in} 


CREATIVE 
MEN 


work faster, better... 


when they follow this 
5-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS" 


This remarkable 6l-page book by 
James W. Young, Senior Consultant 
of J. Walter Thompson, is worth its 
weight in uranium to every man who 
must produce ideas. Gives you the 
positive 5-point program used by one 
of the highest paid men in the agen 
business, for developing ideas that sell. 
Acclaimed as the biggest little book 
ever written for advertising men, now 
in its fifth big printing. A must for 
you if you are a creative man. $1.00 
on 10-day money-back guarantee. 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 
“The Diary of an Ad Man” 


(The Jim Young Classic) 


A practical volume for the man who 
is broadening his horizons in the ad- 
vertising business. As Victor 
Schwab says, “a book about business 
which emits flash after flash of pene- 
trating insight . .. day by day guid- 
ance .. . pithy case-history exjferi- 
ences . . . usable suggestions.” .. . 
In all, 578 diary entries made during 
trying times, any one of which may 
suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of 
McGraw-Hill? Here is the whole in- 
spiring and useful story, in the words 
of the late James H. McGraw, Sr., 
with an introduction by G. D. Crain, 
Jr., publisher of Industrial Marketing, 
Advertising Age, etc. A basic book in 
the library of every man who writes, 
edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 
10-day money-back guarantee. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 
“Successful Sales Training” 


By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method 
for (1) getting new salesmen into high 
gear quickly, (2) developing a _ uni- 
formly good performance pattern, (3) 
making each man pay off in higher 
average production. An _ easy-to-use 
program for sales managers who want 
more results starting now. $2.00 on 
10-day money-back guarantee. 


Order any or all of 
these books on 


10-DAY MONEY-BACK 
GUARANTEE 


The above books have been carefully 
selected for their value to advertising 
and marketing men, and thousands 
have been sold. So see for yourself— 
just send us your check to cover the 
cost of the volumes you select. ... 
Read and examine them for 10 days, 
and if not delighted, simply return for 
money back. 


ADVERTISING 
PUBLICATIONS, INC. 


102 E. Ohio St. Chicago 11, Ill. 
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Congress’ Compromise Action 
Gives War Assets a Reprieve 

WasHIncton—Shortly before 
midnight on its final night in ses- 
sion, Congress hacked out com- 
promise legislation giving War 
Assets Administration until Feb. 
28, 1949, to do what it can with 
the $4 billion of goods still in its 
hands. 

Though the compromise averts 
the precipitous Aug. 31 


By STANLEY E. COHEN, Washington Editor 


liquida- grams. 


tion prescribed by the House ap- 


setup is not likely to change very 
much. 

At present, War Assets has 10 
agencies serving regional offices, 
plus Fuller & Smith & Ross on the 
national account. In addition, J. 
Walter Thompson Company is re- 
maining on a special account deal- 
ing with property located in 
Hawaii and other territories. (We 


propriations committee, it retains|had been told previously by an 


the plan for eventual return of | 


the disposal job to RFC, Army 
air forces and Federal Bureau of 
Supply—formerly Treasury pro-| 
curement division. 

Confined to a $65,000,000 budget 
for its remaining lifetime, War 
Assets must now re-examine the 
scope of its merchandising pro- 
Meanwhile, the agency 


informed source that the Thomp- 
son contract might not continue 
beyond June 30.) 


* * * 


The departing congressmen 
doled out $1,800,000 for advance 
planning on a business census to 
be taken early next year. While 
this is less than 20% of what the 
Census Bureau asked for the job, 


it constitutes sufficient commit- 
ment to enable the bureau to go 
ahead with its preparations for 
the first postwar business census. 


Advertsing Age, une B, 194 
card and the fine new air parce 
post service which have bee 
worked out by conscientious mem 


bers of the congressional post of 


Under the sharp pruning knife of | fice committee staffs. 
appropriations committee chair- 
man John Taber (R., N. Y.), a} Before closing shop, the Hous. 
related token appropriation to-| whipped through $25,000 for a 
ward transportation and mineral] | investigation of the FCC. Th 
industries censuses to be taken at) project is sponsored by Rep. For 
the same time was stripped from | rest Harness (R., Ind.), who fear 
the bill. | FCC may be giving radio license 
to communists, and that the “Blu 
| Book” may be an abuse of licens 
The air transport industry, al- ing power. Since the public pay 
ready in a slump, was hardly | its money, it is apparently to hav 
pleased to find Congress killing|a choice. Only a week before, th: 
the 5 cent airmail rate it had | Senate interstate and foreign com 
worked so hard to promote a|merce committee reported favor 
year ago. Industry spokesmen get | ably revised radio legislation em 
considerable consolation, however,| phatically endorsing “Blue Book’ 
from the new 4 cent airmail post-| licensing techniques. 
* 


* * * 


Menu for Milady (Washington, 


| One of the last items of business 
at 7 a.m. Sunday morning in th« 
|Senate was the confirmation of 
Frieda Hannock as first woman 
member of FCC. It was one of the 


DC) 


With food prices up at least 75% since December, 1941, 


the lady of the house must plan budget-wise meals. In 


Washington ‘she employs her 


own “kitchen variety” of 


market research to effect saving—she consults The Star. 


The Star’s evening and Sunday 


retail grocery advertising was 


1947 total for national and 
2.443.021 lines—more than 


half a million more than the next highest local paper. 


Advertisers who build their Washington campaigns around 
The Star capitalize on a good Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by 


Dan A. 110 E. 42nd St.. NYC 17 
Tue Joun E. Lutz Co., Tribune Tower, Chicago 11 


few major administration appoint- 
ments to get by Republican lead- 
ers, who are only too well aware 
of the fact that they may have an 
opportunity next year to put their 
own people in jobs unfilled on 
Jan. 20. In appealing for Miss 
Hannock’s appointment, Sen. 
Owen Brewster (R., Me.) ob- 
served that she was a highly re- 
spected member of a large Re- 
publican New York law firm. 
* * * 

| For the information of long- 
|run economic forecasters: A very 
big hunk of spendable change will 
| be finding its way into the hands 
of about 16,000,000 war veterans a 
year from now, when the Vet- 
erans Administration starts doling 
out eight years of accumulated 
undistributed dividends on na- 
tional service life insurance poli- 
cies. The impact on the economy 
may be no less than it was last 
fall, when terminal leave pay- 
ments provided a measurable im- 
petus for the inflation spiral. Un- 
officially, it is said that dividends 
will total $1,500,000,000 to $2,000,- 
000,000 and that the 5,300,000 
servicemen and women who have 
kept their policies in force may 
receive several hundred dollars 
each. Practically all of the 16,- 
000,000 veterans who have had 
policies during the period will re- 


ceive something. 
* * * 


For some detailed reports on 
|spending habits of moderate in- 
| come families in Birmingham, In- 
| dianapolis and Portland, see 
“Monthly Labor Review” for June, 
official organ of the BLS. The 
survey shows half the family in- 
|come after taxes going to food, 
housing and household operation. 
Unfortunately, the figures are al- 
ready over two years old, the 
| study having been made in early 
| 1946. Why so slow, BLS? 


Expands Ad Campaign 

Mosler Safe Company, builde! 
of safes and vaults, is using busi- 
ness papers in its new nationa 
drive, a result of successful test: 
in several markets. It will con- 
tinue its drive in newspapers an 
trade publications, all through Al- 
bert Frank - Guenther Law, Inc 
Philadelphia. 


Livingston Named V.P. 


Fred D. Livingston, genera 
sales manager of R. H. Sheppar 
Company, Diesel engine manufac 
turer, Hanover, Pa., has _ bee 
named vice-president of the con 
pany. Spencer A. Ware, former) 
of Chrysler and Willys-Overlan: 


has assumed Mr. Livingston 
position. 
Carey Joins Grant 


Tom Carey, formerly purcha 
ing director of the central divisio! 
Great Atlantic & Pacific Tea Con 
pany, has joined Powell Grar 
Advertising, Inc., Detroit an 
Cleveland, as vice-president an 
a member of the board of dire: 
tors. 
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Chrysler to Give 
Cars to Dealers 
Offering Service 


Detroit—Recent production in- 


terruptions by strikes and ma-| 


terial shortages should have been 
a blessing in disguise for auto- 
mobile dealers, according to David 
A. Wallace, president of the 
Chrysler division of the Chrysler 
Corporation. 

“While awaiting resumption of 
normal car shipments, dealers 
may well begin to put their 
houses in order,” Mr. Wallace has 
written the division’s dealers. 

“It is almost inevitable that, 
under the conditions that have 
prevailed in the majority of re- 
tail outlets since the war, there 
should be a considerable loss of 
efficiency in operation. Such fre- 
quently is the case when business 
is as good as it has been lately.” 

Mr. Wallace told the dealers 
that during the next year Chrys- 
ler expects to make as many cars 
as it would have without inter- 
ruptions and cautioned the dealers 


that if they utilize this oppor-| 


tunity to prepare for an improved 
all-around selling job they may 
actually gain over the long haul. 


Accent on Service 


Chrysler bases its allotments of 
new cars on the ability of dealers 
to meet service requirements. Mr. 
Wallace said a recent survey by 
the corporation showed that 60% 
of the dealers are able to meet 
the minimum requirements; 20% 
are borderline cases and 20% ab- 
solutely inadequate. 

He said that in the future, 
Chrysler’s allotments would be 
made entirely on the ability of 
dealers to provide service through 
adequate facilities. He declared, 
however, that dealers who ex- 
ceed the minimum requirements 
would not have their allotments 
increased “because to do so would 
be running the risk of creating a 


| von Morpurgo Moves 


| Henry von Morpurgo & Co., Los 
|Angeles agency, has moved to 
larger quarters at 521 N. La Cie- 
|nega Blvd. Austin Heywood Jr., 
previously with Sylvania Electric 
Products in New York, has been 
named assistant manager of the 
office. 


‘Denman Agency Moves 


| William I. Denman, Inc., Detroit 
agency, has moved to larger quar- 


'Renon Baking to Newton 


| Frank Paul Newton, Advertis- 
ing, San Francisco, has been 
named by Renon Baking Com- 
pany, San Francisco, to handle the 
advertising of all Renon products 
distributed through grocery stores. 
A campaign for Renon St. Francis 
rolls was launched this month. 


Horwood Retires 
W. W. Horwood, general sales 
manager of the Canadian Car & 


‘Conn. Editors Elect 


Mrs. Audrey E. Heusser, Sidney 
Blumenthal Company, Shelton, 
|Conn., has been elected president 


|of the Connecticut Industrial Edi- | 


tors Association. Other officers 
elected are: ist vice-president, 
|Richard M. Hemenway, Southern 
New England Telephone Company, 
|New Haven; 2nd vice-president, 
|Don Lee, United Aircraft Corpo- 


ration, East Hartford; treasurer, | 


James Malarney, Trumbull Elec- 


‘ters in the Penobscot building.| Foundry Company, Montreal, has| tric Mfg. Company, Plainville; re- 


|Denman has tripled its staff. 


retired because of ill health. 


cording secretary, Anne Gruen, 


United Illuminating Company, 
New Haven, and corresponding 
secretary, Marilyn Acton, Ameri- 
can Thermos Bottle Company, 
Norwich. 


STRADE AND CONSUMER PUBLICATIONS 
4 EMPIRE STATE BUILDING 
YORK | 


LONGACRE 4-6634 


| 


CHICAGO WHITE SOX 
Day-games broadcast Exclusively 


| 
| 
| 
| 
| 
| 
| 


race among dealers in their build- | ¥ 


ing programs” and having an ex- 
aggerated percentage of produc- 
tion sold through a relatively few 
of the largest outlets. 

It is understood that Chrysler 
is basing allotments on service fa- 


cilities because an important part 
of its production, as with other & 


auto makers, goes into the com- 
paratively high-profit replacement 
parts output. 


1’M THE OFFICE BOY... 
| SET THIS AD IN JIG TIME!” 


Even the boss has stopped beefing 
about typesetting delays and high 
costs. Why? Fototype can be set for 
photo-reproduction in a matter of 
minutes, not days. 


This ad is-a typical example of Foto- 
type in use--self-aligned, professional 
looking. Costs? We're saving up to 90 
per cent over regular metal typeset- 
ting bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 

Write for your copy of afree catalog 
displaying a large variety of type 
faces and sizes to fit your needs. 


YPE | 


rINCORPORATE D 
1415 ROSCOE STREET, CHICAGO 13 


WJJD 50,000 Watts 


One of America Sheading Sports Announcers 


13 consecutive World Series 
8 All Star Baseball Games 


broadcast Exclusively 


WFMF 18,000 Watts 


MARSHALL FIELD STATIONS REPRESENTED NATIONALLY BY AVERY-KNODEL 
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Art Directors Elect 


Company, has been elected presi-| kel, Schmidt Lithographing Com-| has been appointed sales manager 
dent of the Los Angeles Art Di-| pany, secretary, and Leonard B.| of the station, effective July 1. He | 
rectors Club. Other officers are: |Hamshaw, Foster & Kleiser Com-| succeeds James R. MacPherson, 
Walter Criswell, Batten, Barton,| pany, publicity director. 


| Durstine & Osborn, vice-president; | KOA Promotes Long 
John A. Groen, Foote, Cone &| 


Roland Baum, Rexall Drug| Belding, treasurer; Gordon Mer- | 


L. Berry Long Jr., account ex- | 
|}ecutive of Station KOA, Denver, | 


| who has resigned. WASHINGTON — For the week! 


SPACE FOR YOUR MESSAGE 


in the heart of the World's 
Playground, Atlantic City. 


YOUR ADVERTISING MESSAGE 


displayed on this bulletin at Pennsylvania 
Ave. & Boardwalk will completely cover 
the many millions of yearly consumer- 
visitors. 


Write for Details Today 


The B.C. Maxwell Co. Atlantic Citv NA 


ended June 12, Houston, as usual | 
lately, led other U. S. cities with | 
a 25% sales increase over the cor-| 
responding week last year, ac- 
cording to Federal Reserve Board 
reports. 

The Dallas (llth) district 
marked up a gain of 11% over the 
preceding year, while the average 
sales increase in department stores | 
for the United States as a whole 
was only 1%. 

The sales index for the week 
rose to 303 in the first phase of| 
what is probably the last major | 
peak of activity before the sum-| 
mer lull. The 303 index compares | 
with a figure of 300 for the cor-| 
responding week of last year and | 
283 for the same week of 1946.) 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to June 12, ’48* p303 
Week to June 5, ’48* . p281 
Week to June 14, ’47* .300 
Mo. of April, ’48..... p303 


Mo. of April, ’47...... 277 
pPreliminary. 


*Not adjusted seasonally. 


= 


so that figures for the week ended 
June 19 will push the index above 
the 303 mark. 

The majority of the cities were 


| However Father’s Day this year | Of slightly in sales for the week. 

, < |New Haven was down 13% from 
e week later th l 


big MI. gives you 


more plants 


‘trict dropped 5%, the greatest loss 


DRAWN 


| 


PS OY 
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Latest figures show there are more than 270,000 
manufacturing establishments in the United States. 
What would it cost you to reach them all with your 
sales message? What would it be worth to you in sales 
if you did reach all of them? 


What really counts is to reach the 31,500 
manufacturing plants that produce about 89% of 
America’s total volume of manufactures. Those are -the 
plants that not only make — but buy — in volume 

far out of proportion to their selective number. 


Those 31,500 plants are your Modern Industry market. | 
M.I. is sent to 55,000 men in those 31,500 plants. 
It is read by about 200,000 men in those plants, 

at every influential level of management. M.I. 

is scientifically, skillfully edited to give profitable — 

interesting — enjoyable readership to these broad- 

gauged, alert men, in every field of industry, in 

every part of the United States. 


What is more, Modern Industry’s concentrated 
readership in those 31,500 plants automatically sifts out 
the costly chaff. Your advertising dollar in M.I. buys 

the richest market for your industrial sales. No 

waste among men who do not count, in plants that do 
not count enough to offset the cost of reaching them! 


Use M.I. for IMpact upon the men who count in 
the plants that count most in American productive and 
purchasing power. 


Staff-researched and staff-written for management men 
whose job is to make and market better products 
at lower cost, featuring Pictorial Journalism. 


Published by Magazines of Industry, Inc. 
347 Madison Ave., New York 17, N. Y. 


of any district. 
Yr.-to-Yr. % Gain 
Month Week end. 


| 
| Federal Reserve of June June 


district and city April 5 12 
UNITED STATES .. 7 —4 1 
Boston District .... 1 NS —5 
New Haven ...... 1 —7 —13 
Springfield ...... 5 0 0 
Providence ...... 0 —3 

| New York District... 6 —8 1 
3 r4 19 
Philadelphia Dist... 6 —9 
Philadelphia ..... 0 3 
Cleveland District... 5 
2 —10 
6 
8 —4 —7 
ei) 7 —12 6 
Richmond District... 2 1 
Washington ..... 5 --h 3 
2 —15 
Atianta District.... 5 10 2 
Birmingham ..... 5 13 ° 
8 14 —2 
New Orleans .... 14 3 —4 
—3 16 —5 
Chieago District .. 10 —-1 —4 
wae 7 1 —8 
15 —4 0 
Milwaukee ...... 18 0 2 
St. Louis District... 10 rs 7 
Little Rock ...... 16 10 —8 
13 —6 2 
7 --1 12 
Minneapolis District 
Minneapolis ..... 7 
Duluth-Superior.. 18 ° 
Kansas City District 10 r—3 8 
4 —13 3 
12 12 3 
Oklahoma City .. 16 1 18 

| -—1 11 
Dallas District..... 15 13 11 
12 1 0 
POPE 13 16 
31 26 25 
San Antonio ..... 10 19 19 
San Francisco Dist. 8 —4 ry 
Los Angeles Area 1 —2 11 
5 —7 7 
San Francisco ... 0o—s5 1 
| 12 —14 12 
Salt Lake City... 11 
--7 9 


r—Revised. 
*Data not available. 


| Four to ‘Kaleidoscope’ 


Jean Laurent, former cosmetics 
editor of Women’s Wear Daily 
New York, has joined Kaleido- 
scope, New York, in the same 
capacity. Robert Granitz, formerly 
assistant to Miss Laurent, succeeds: 
her at Women’s Wear Daily. Ken- 
drick W. Diller, formerly Nev 
England advertising manager 0! 
the American Druggist, has joine 
the advertising staff of Kaleido 
scope, and Marion Collins Rowen 
former fashion promotion directo! 
of Crown Fabrics, has been name 


|midwest editorial representative 
Sullivan, formerly of Kay 


Sullivan Associates, New York 
has been appointed fashion editor 


Stebbins Joins WBBM 


Russell Stebbins, formerly wit! 
Dancer - Fitzgerald - Sample, ha 
joined the sales staff of Statior 
WBBM, Chicago. 
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‘N. Y. Star’ Rises 
from ‘PM's’ Ashes 


New York — Last week saw a) 
new daily newspaper in Manhat-| 
tan—the New York Star. It bore) 
little resemblance to PM, its pre-| 
decessor, when it appeared 
June 23. 

Gone was the unique typog-| 


raphy, and the front page which—| line ads in seven New York metro-| March to 133.4 in mid-April, a 
in the old PM parlance — always | |politan newspapers featuring two difference of 1.1%, according to 
“Get a Pin-Up Girl”’| the National 


had one “scream” on it. In its| 
place was a typical tabloid emt 
page, with accent on news. 

The Star still has the PM time 
schedule (PM was actually a late | 
morning newspaper), but a) 
spokesman for the newspaper in- 
dicated that the Star will begin to} 
edge deeper into the morning field. | 

The new newspaper was the) 
transformation which Bartley 
Crum had planned when he and 
Joseph Barnes took over PM’s op- 
eration. When AA talked to Mr. 
Crum early in June, he forecast a) 
new format. 

No immediate changes were in) 
prospect on the advertising and 
business side. 

The newspaper still has not) 
hired an advertising or a promo-| 
tion manager. Leon Shimkin— 
who retains his post as executive | 
vice-president of Simon & Schus- 
ter—has been named general man- 
ager. He will supervise all the 
business operations, Lawrenc e| 
Resner, assistant publisher, told | 
AA. 
Wayne University, | 
WWJ-TV Offer Course 

“Inside Television,” a six weeks | 
course covering programming, | 
production, sales and manage-| 
ment, is being offered by Wayne! 
University, Detroit, in coopera-| 
tion with WWJ-TV, the Detroit | 
News television station. The course | 
will begin July 1. 

The course is open to repre-| 
sentatives of companies interested | 
in the sale of television receivers; | 
advertising agencies, and public’) 
relations departments as well as 
to students of the university. | 

| 
Papich Joins Fortier | 

Tom Papich, research head for | 
the Columbia Broadcasting - Sys- | 
tem’s western division sales pro- 
motion department, will leave the | 
network June 28 to join Frank | 
Fortier Productions, Hollywood, | 
as business manager. He has been 
with CBS for the past eight years. | 


You Can’t Beat 
This Record— 


Last Year KMA i 
Received Nearly a 
HALF MILLION = 
COMMERCIAL ORDERS! 


Here is proof of KMA sales 


— 


influence —a_ response of 
485.919 listeners from 875.- 
520 radio homes — or better 


than 50%. Remember— 
people must listen before 4 
they can write—and they 
must be sold before they }} 


will respond to the message 
2 of advertisers. 


When you buy KMA, 
you know what you're 


“960 KC 


SHENANDOAH, 1A. ABC 
5000 WATTS 


NETWORK 


Ames Names Frohlich 


New York, to handle the profes- 
sional promotion of Ames phar- 
'maceutical specialties, effective 
July 1. 


Thornton Starts Drive | 


The Walter Thornton model) formerly called the cost of living 


agency, New York, is using 1,000- 


/new songs, 


and “Pin-Up Polka.” 
‘the ads are that the songs were 


Ames Company, Elkhart, Ind.,| inspired by Thornton 
pin-up girls 
/has named L. W. Frohlich & Co.,| whose pictures were sent to G.Is 


overseas. 
Lyon, New York. 


Price Index Up 1.1% 


| 


The 


index, 


age of all 


Theme of,ence Board. From March, 


items in the 


1947,| climbed 7.7%. Chicago showed the 
to April, 1948, the weighted aver-| largest month-to-month increase, 
index | followed by Joliet, Ill. 


The agency is S. Duane 


consumers’ 


rose from 132.9 


Industrial Confer- 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE 


* 101 PARK AVENUE 


NEW YORK 


Then we get ideas... 
ideas that make your whole ad- 
vertising campaign more resultful 
..-ideas that click at the spot 


where sales are made. 


We produce! Our plant is 
equipped to print or lithograph 
on cloth, cardboard, fiber and 
famous “Self-Stik” Mystik Print 
(with the adhesive back) ... at 
high speed, with finest quality. 


2639 N. KILDARE @® CHICAGO 39 @ SPAULDING 1600 ® 


We’re specialists in point- 
of-sale advertising. When you 
call us you get expert help on 
one of your toughest jobs. 


We submit plans .. . 
plans for your complete year- 
around program of point-of-sale 
advertising. Or a plan for a single 
piece or single promotion. 


CHICAGO 
SHOW 


PRINTING 


We distribute ... Yes, 
we undertake the whole job from 
idea to final distribution to the 
point of sale. What do you do? 
Just call your secretary now and 
ask her to phone or write... 


In New York: 


We're self-starters. 
You don’t have to tell us what to 
do. Just give us a chance to study 
the problems and objectives of 
your sales program. 


> 


We create and design 
the necessary displays, in our 
own art and creative department 
.. displays of every kind—litho- 
graphed, printed, constructed. 


in ow 


1775 Broadway — Offices in all other Principal Cities 


price his dollar than any other 
in its field. 
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Hillman Forms Agency | 
in Los Angeles 

A new agency, David S. Hill- 
man, Inc., will be opened Sept. 1 
at 6611 Sunset Bivd., Los An-| 
geles. It will be headed by David 
S. Hillman, who for many years 
operated the Hillman-Shane Ad- 
vertising Agency in Los Angeles 


PREMIUMS 


Self liquidating and give-aways. 
Children's premiums created to fit your product. 


WALROB 
1525 E, 53RD ST. CHICAGO 15, ILL 


prior to a consolidation with the 
Mayers Company last year. 

The new organization will serve. 
Catalina Swim Suits, Christopher | 
Candy Company, Natone Com-| 
pany, Sunset Oil Company, Tabak 
of California, which were pre- 
viously with Hillman-Shane. As- | 
sociates of Mr. Hillman will be) 
announced at a later date. 


Names Walderman 


Joseph R. Walderman, formerly 
public relations and sales director 
of the American Register of Ex- 
porters and Importers, has been 
appointed advertising and sales 
manager of the Export Buyer, 
New York, monthly export maga- 
zine published by the Commodity 
Research Bureau. 


N “phate 


Drug Salesmen 
Skim Prospects, 
Davis Book Says 


NWDA-OSU Study 
Mirrors Wholesale 
Sales Practices 


New YorKk—Somewhere, as you 
read this, 


of his eight daily calls. 

He is about 40; he has been 
selling drugs for 10 years. He is 
a high school graduate, has about 
45 accounts, and his sales volume 
is about $285,000 a year, from 
which he draws between $5,000 
and $6,000. He is on good terms 
with his customers, although they 
think he is a little under-educated, 


industry, you must tell ‘em where they pay 


attention . 


home goods 


Counselling 8199 management executives and 
buyers in furniture and home furnishings 
stores that do 85.4% of the total industry volume 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 


ASSOCIATION 


e 666 LAKE SHORE DRIVE 


e CHICAGO 11 


the typical wholesale | 
drug salesman is concluding one) 


, an opinion he shares. Both he and 
| they think he needs more training 
in assisting his customers, and 
his knowledge of pharmaceuticals 
and chemicals is weak. 

On the other hand, most drug- 
gists find him better equipped and 
more effective than other sales- 
men who call on them. 


Wholesalers Financed It 


This is part of the significant 
detail of “Increasing Drug Whole- 
sale Salesmen’s Effectiveness,” a 
book by James H. Davis published 
by the Ohio State University 
| Press. It is the result of a gradu- 
ate study on time and duties by 
Mr. Davis, a study jointly financed 
| by the university and the National 
| Wholesale Druggists Association. 
| Because of an unusually crisp 
style, and because it is well or- 
ganized and illustrated, the book 
is outstanding both in readability 
and in valuable information. 

For the time study, Mr. Davis 
held a stopwatch on 70 salesmen 
from nine wholesale firms, with 
other data secured from question- 
naires. The result is not only. a 
lucid picture of what salesmen do, 
but also what retailers wish they 
could do. 

For example, 70% of the whole- 
sale salesmen think they need 
more training; 55% of those who 
want training want to know how 
to assist retailers. Similarly, 
87.2% of the retailers want help 
from wholesale salesmen, with 
59% wanting sales promotion ad- 
vice. But this correlation did not 
always hold true: salesmen think 
they are helping retailers (only 
8% reported giving no time to 
this activity) but nearly one-third 
of retailers said they received no 
|help from salesmen. 


1 Minute Is Average 


When the stopwatch technique 
was applied, it was found that in 
(77% of the calls, no help was 
given to retailers. The average 
time spent per call by all sales- 
men in giving such help was less 
than one minute. 

Wholesale executives are per- 
| plexed by the problems of train- 


/ing. The number and variety of | 
| items carried make a term inside) 


the house mandatory, yet the de- 
mand is for a man with a broad | 
| background of learning. Thus the | 
‘employer knows that a college | 
education is desirable, but few) 


| graduates will take the inside job 


in the hope of becoming sales- 


have traditionally been filled by 
worthy house employes. 

The duty study clearly shows 
the lack of selling: in only 18% 


used, but this 18% accounted for | 
50% of sales. Mere routine men- 


items where a sales talk was 


were mentioned routinely. 
Formula for Increased Sales 


Sales per minute for all types 
of selling averaged $3.67. Thus a 
sales manager can compute the 
actual sales value of a presenta- 


men. Further, the salesmen’s jobs | 


Bureau 


of the cases were sales arguments | 


tion was only one-fourth as effec- | 
tive as a sales talk. On the aver-| y>)j has been named vice-presi- 
age, druggists bought one in two | ; 


given, one in eight where items | 


tion which takes five minutes t» 
give. 

Mr. Davis says sales can be in- 
creased (1) by increasing sellin: 
time, (2) by increasing the num 
ber of items mentioned, and (3 
by genuine sales arguments. 

The average length of call ji 
35.9 minutes in cities, 52.7 in th 
country (and country salesmen d 
better on sales). City salesme: 
spend 9.9 minutes on promotiona 
selling, 1.5 minutes on sales pro. 
motion, 14.5 minutes in nonessen- 
tial elements (including waitin; 
time). Country salesmen spend 1: 
minutes on promotion, 1.8 min- 
utes on sales promotion, 19.9 min- 
utes in nonessentials. 


Few Can Check Stock 


Mr. Davis thinks the nonessen- 
tial time could be cut down, pri- 
marily by checking the druggist’s 
stock. Only 17% of the salesmen 
have the privilege of checking 
stock without asking permission. 

Otherwise, Mr. Davis thinks de- 
creasing general conversation, de- 
creasing idle time and talking to 
the druggist away from the front 
of his store—in the prescription 
room if possible, to cut down in- 
terruptions—will help. 

Sales time is obviously an im- 
portant factor: in a breakdown 
of most and least efficient sales- 
men, it was found that efficient 
salesmen spent 14 minutes per 
call on promotional selling, least 
efficient 9.6 minutes. The efficient 
spent 7.5% of their time waiting 
for interviews, the least efficient 
20.5%. 


Better Routing Needed 


But Mr. Davis does not believe 
in stepping up the number of calls, 
and concludes that more calls 
mean less time per call, which 
also means more nonessential time 
and less selling time. He also ad- 
vocates more efficient routing. 

The book takes a quick slant 
at retailer- wholesaler relation- 
|ships, and indicates what retail- 
ers want from wholesalers. One 
retailer summed it up in a hard- 
/boiled sentence: “Since whole- 
|salers can’t compete in price with 
direct buying, it is our opinion 
that they should give as good 
‘service as possible since that is 
ithe only claim they have for our 
| business.” 

The author reports that “it is 
evident, however, that many re- 
'tailers look to the house itself, 
| rather than the salesmen, for im- 
proved service.” 
| The book is available from the 
of Business’ Research, 
Ohio State University, Columbus, 
at $3. 


Grey Boosts Bernbach 


Bill Bernbach, copy chief for 
Grey Advertising Agency, New 


dent in charge of the creative de- 
partments. 


Signs with Storecast 


National Tea , Company, Chi- 
cago, has made arrangements with 
the Storecast Corporation of 
America for the installation of 
music-and-announcement systems 
in all National Tea supermarkets. 


are 


Also Publishers 


& Cosmetic 


Covers an industry that is 
| ; | not afraid of the future. 4 
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ARE TRAVELERS... 


One of the reasons why every 


plane in Eastern’s Great Silver 


elieve 
calls, 
calls 
which 
. time 
oO ad- 
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Fleet carries a current issue of 


SPORTS AFIELD MAGAZINE 


‘it is 
y re- 
itself, 
im- 4 


nbus, 


*A sportsman with an appreciation of the finer things of 
life—and the leisure and means to enjoy them. 


For instance, a recent survey shows that Spend-o-crats 
travel much more than the average man—36% more to 
be exact—consequently they represent better prospects 
for transportation, luggage, etc. 
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‘Manage’ to Bow Soon 


Manage, a new monthly pub- 


lication which will make its ap- 


pearance Sept. 5, will present the 
attitudes and problems of man- 
agement. Although it will serve 
as the official publication of the 
National Association of Foremen, 
Dayton, replacing Supervision, the 
publication will accept subscribers 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


outside of its initial controlled cir- 


culation of 40,000 management 
men. 


Appoints Newton 


Dawson L. Newton, advertising | 


manager of Ronrico Corporation, 


Miami, has been named to a simi- | 


\lar post with the Florida Citrus 
|Commission, Lakeland, Fla., suc- 
ceeding Don A. Butts, resigned. 


Delsey Names Nemarow 


Sydney R. Nemarow, Vineland, 
N. J., has been appointed to direct 
the advertising of Delsey Glass 
Company, Vineland, manufacturer 
of handblown glass. Trade pub- 
lications and direct mail will be 
used. 


SERVICE 


BINDERY CO., Inc. 
$UPerior 5105 


360 EAST GRAND AVE., CHICAGO 11, ILL. 


PORTFOLIOS * MOUNTING . 
—DIE-CUTTING 
PAPER and BOARD LINING 


EASELING 


Joins Reinhold 


William B. Remington, formerly | 
Retail | 
| Lumberman, has joined Reinhold | 
Publishing Corporation as New| 
York district sales representative 


sales representative of 


for Progressive Architecture. 


Appoints Linck 


_ Bruce F. Linck has been ap- 
pointed sales promotion manager 
of Elastic Stop Nut Corporation 
He had 
'been in the company’s sales de- 


|of America, Union, N. J. 


|partment since 1943. 

‘Names Sullivan Agency 

| Davis Bros. Fisheries, Inc., 
Gloucester, Mass., has placed its 
advertising with Daniel F. Sulli- 
Company, Boston. Magazines, 
newspapers, trade _ publications, 
radio and direct mail will be used. 


Joins Knapp-Shepard 
Beatrice Graham, formerly art 
director of Alpha Advertising As- 
sociates, has joined Knapp-Shep- 
ard, New York, in the same ca- 


pacity. 


Tribune-Telegram ..... 


Other Newspaper...... 


for cultivating it . 
culation obtained through character and news value . . 
ample reason for using this medium on your “A” schedule. 


The Salt Lake 
Tribune-Telegram 


Nationally Represented by O'Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


put newspaper 
its place! 
Since January 1, 1948, newsprint has been available in 


larger quantities . . . in the Salt Lake Market a graphic story 
of Tribune - Telegram advertising acceptance has been told! 


1947 1948 1948 over 1947 
TOTAL ADVERTISING TOTAL ADVERTISING INCREASE 
LINAGE LINAGE 
5,991,762 9,338,630 3,346,868 
2,414,510 2,435,958 21,448 


The Tribune-Telegram NET GAIN . . . January- 
April, 1948, over January-April, 1947 ... is nearly 
ONE MILLION®* lines MORE than TOTAL adver- 
tising in the other Salt Lake City newspaper. 


The size and growth of the Salt Lake Market give ample reason 
. . the vastly greater, more substantial cir- 


*910,910 


. gives 


RECEIVE PUTMAN AWARDS—Russell 


L. Putman, donor, makes the presenta- 

tion of the Putman Award (for the most effective advertising as reflected in 

increased sales) at the NIAA convention in Baltimore. The winners, foreground, 

are Eugene E. Weyeneth, advertising manager, R. G. Le Tourneau, Inc., Peoria, 

and Arnold Andrews, president of Andrews Agency, Milwaukee, Le Tourneau's 
agency, both of whom received $1,000 and certificate. 


NNPA Regional 
Conferences Set 


zation for the National Newspaper 
Promotion Association was an- 


president, Edgar S. Bayol, edi- 
torial promotion manager of the 
New York World-Telegram. 

Under the new plan, five re- 
gional promotion conferences will 
be held before NNPA holds its an- 
nual convention in New York in 
1949. 

The chairmen of the five re- 
gions are: H. Lyman Armes, Bos- 
ton Post; Robert H. Lampee, 
Grand Rapids Herald; Robert 
Berkeley, Memphis Commercial 
Appeal and Press-Scimitar; Ver- 
non Churchill, Oregon Journal, 
Portland; and Roy F. Walker, Los 
Angeles Herald & Express. 

With promotion costs rising, the 
NNPA theme of “Promotion for 
Profit,” emphasizes the impor- 
tance of effective promotion. It 
does not mean that “NNPA advo- 
cates a pulling in of the promo- 
tional horns,’ Mr. Bayol ex- 
plained. 


Committee Chairmen Named 


Mr. Bayol also named chairmen 
for 20 committees. They are: 

Lawrence W. Merahn, New York 
Sun (public relations); Frederick W. 
Lowe, Pittsburgh Post-Gazette (direct 
mail techniques); Andrew H. Talbot, 
Chicago Herald-American (transit & 
outdoor advertising techniques) ; David 


vertising presentations); Jack C. 
| Schoo, Washington Star (audio-visual 
| techniques); Bertrand Stolpe, Des 
| Moines Register & Tribune (carrier 
| development and training). 


Ivan Veit, New York Times (public | 


| service); Andrew Hertel, Milwaukee 
| Sentinel (public events) ; Sumner Col- 

lins, New York Journal-American 
| (radio techniques) ; John Marston, St. 


| Louis Star-Times (editorial promo- 
| tion); Raoul Blumberg, Washington 
| Post (research & statistics) ; Court H. 

Conlee, Milwaukee Journal (educa- 
| tion); Otto Silha, Minneapolis Star- 
Tribune (employe - management rela- 
| tions); Irvin S. Taubkin, New York 


| Times (personnel & employment). 


New YorK—A regional organi-| 


nounced last week by NNPA’s| 


M. Podvey, Philadelphia Inquirer (ad- | 


Ed Kellerhals, Nashville Tennessea) 

(membership) ; W. J. Byrnes, Chicag» 
Tribune (freedom of the press); Be 
den Morgan, Hartford Courant (ad 
| velopment and improvement of serv- 
ices); Frank G. Hubbard, Gary Post- 
Tribune (standardization of newspaper 
merchandising cooperation); W. J 
Byrnes, Chicago Tribune (cooperation 
with other associations) ; .Lewis Lout 
hood, Montreal Standard, and Lyn- 
don West, Detroit Free Press (co- 
chairmen, international cooperation). 


| Booklets on Small 
‘Business Available 


A series of 42 printed booklets, 
offering basic information and 
counsel on establishing and op- 
erating small businesses, is avail- 
able to newspapers and retailers 
through the U. S. Department of 
Commerce for $11. 

Some of the fields which the 
booklets discuss are apparel store: 
electric appliance and radio shop; 
mail order business; print shop: 
grocery store; variety and general 
merchandise store; service station, 
etc. The booklets also may be 
obtained from the Superintendent 
of Documents, Government Print- 
ing Office, Washington 25, D. C. 


Starts National Drive 


Colonial Frocks, Aurora, 
maker of wash dresses, will 
launch its first national consumer 
advertising campaign with an ad 
in the September Good House- 
keeping. Beaumont & Hohman, 
Chicago, is the agency. 


‘Mathauser to KFI-TV 


| Lumir Mathauser, formerly art 
director of Foster & Kleiser, Los 
Angeles, has been appointed pro- 
duction facilities manager of Sta- 
tion KFI-TV, Los Angeles. He 
will be in charge of sets, makeup 
and other production 
aids. 


Appoints Arnold King 
Arnold King, formerly in charge 
of sample surveys at the Iowa 
State College Statistical Labora- 
tory, has been’ named managing 
director of National Analysts, Inc. 
Philadelphia, effective July 1. 


An 


Fuevoit & OIL Heat 


advertiser ran 1/8 


page in this publica- 
| tion and got $20,000 
worth of new busi- 
ness. 


Write for details 


9 232 Madison Ave. 


LExington 2-4566 
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inventions Profif 


Community Most, 


Says Kettering 


| cited Arnold J. Toynbee’s “A Study | 
History”: “The downfall of | 
Greece [was due] to its failure to Franchise Set 

convert from an agricultural to a} Chicago Transit Authority has 
trading economy.” ‘awarded car advertising privi- 
|leges in Chicago Surface Lines, 
~ Rapid Transit and subway cars 
Kammer to Radio Sales to Chicago Car Advertising Com- 
_ Elmer D. Kammer, formerly pany, which voluntarily gave up 
with the advertising department its previous franchise with the 


sistant sales promotion manager 
of the Fleischmann division, 
Standard Brands, has been named 
advertising manager of Central 
Paint & Varnish Works, Brooklyn. 


Names McLatchy A.M. 


Harry J. McLatchy, formerly 


New Yorxk—American business | Of the Chattanooga Times and Sta- | privately operated properties when | sales manager of Armand’s, Inc., 
has not sold the idea that it is tion WDOD, has joined Radio/the Transit Authority was set up.|has been named advertising man- 


“okay to make a profit,” Charles | 
F. Kettering, vice-president in | 
charge of research of General) 
Motors Corporation, emphasized | 
at the convention of the National | 
Federation of Sales Executives. 

The “profit” to the community | 
from inventions which corpora-| 
tions foster and promote, he said, | 
are “tremendous” in contrast with | 
the “small profit” which business | 
makes from them. 

Citing the electric light as an 
example, he asked, “How much 
more is it worth to you than you) 
paid?” | 

Introducing him, Alfred 
Sloan Jr., chairman of General | 
Motors, mentioned Mr. Ketter- | 
ing’s work on tetraethyl lead for | 
Ethyl gasoline to point out that 
‘not merely the creation but the) 
selling of an idea” is important. | 

The NFSE and the Sales Ex-| 
ecutives Club of New York gave 
Mr. Kettering a plaque for his | 
“accomplishments as salesman and 
scientist,” which have _ inspired 
“all in the profession of selling.” 


Public Designs Autos 


Alfred Schindler of St. Louis, 
newly-elected chairman of the 
board of the federation, described | 
General Motors as “the best known | 
and best liked big corporation in| 
the entire world.” 

Earlier, at a press conference, 
Mr. Kettering said that “the pub- 
lic designs our cars. If they want} 
smaller cars, for example, they | 
can have them. We can’t go out) 
today and make radical changes | 
across the board unless the pub- 
lic first approves them.” 

He was not altogether clear or 
convincing in response to a couple | 
of questions from AA: “In view 
of the fact that the public usually 
approves only what they know 
and have experienced, does not 
this policy retard the introduction 
of better motor cars? And why 
has General Motors not given the! 
public the chance to know, and 
therefore express themselves in- 
telligently on, say, rear-drive 
cars?” 


Best American Propaganda 


Mr. Kettering mentioned merely 
that after having road-tested rear- 
engined cars 300,000 miles, GM 
vas convinced that the public. 
would not like thern. He did not | 
ay why. 

James A. Farley, chairman of 
Coca-Cola Export Company, told 
the convention that “a Sears, Roe- 
uck or Montgomery Ward cata- 
g, if we could distribute one to 
very inhabitant of the globe,” 
vould be the best “propaganda | 
or the American way of life.” 

Ideological propaganda and ar- 
ument, he added, is not sufficient. 
Too many words have been 
poken already.” Also, “No way 
as ever been devised of winning 
n argument with a skunk.” 

The atom bomb would “kill 97! 
ussians who are plain ordinary 

ell-meaning human beings like 
urselves to get at three com- 
vunist Russian fanatics.” 


Farley on Toynbee 


But the “middle-way or trade 
.. leads to an intermingling, in- 
‘rdependence and understanding 
etween peoples.” 

Wars, Mr. Farley stressed, “are | 
st caused by trade but by arti- 
‘ial barriers raised to trade. The 
story of trade everywhere is | 


‘iat it makes people so mutually 


‘pendent that they cannot get 


‘ong without each other.” He 


Sales Company, Chattanooga! It had been operating on an in- 
Philco distributor: terim agreement. 


‘ager of Van Brode Milling Com- 
pany, Clinton, Mass. 


Chicago Car Advertising Wood Appointed A.M. Erwin, Wasey Moves 


Rusling Wood Jr., formerly as-| 


Toronto, has moved 
1170 Bay St. 


Erwin, Wasey of Canada Ltd., 
its office to 


Promotion idea! 
Beats Chevrolet's 
“Soap Box Derby”. 
Millions compete. All 
ages. Both sexes. Six 
months annual pub- 
licity. Simple. Costs 
little. And sells! 


Box 7089, Advertising Age 
100 E. Ohio St., Chicago 


Matchless Moments with Oxford Paper 


by Tony Barlow 


3. | 


AES 


PRINT SHOP PRODUCES FLYER WITH 
MORE FOLOS THAN AN ACCORDION — 
THANKS TO OXFORD MAINEFOLD ENAMEL! 


| peed your next printing job 
won’t have quite 4s many folds as 
an accordion. But no matter how many 
folds it does have—accordion, French 
or just a simple fold— when you specify 
Oxford Mainefold Enamel, you can 
be certain your choice of this superior 
letterpress paper will mean quality 
results. 


For Oxford Mainefold Enamel com- 
bines bright, white color and uni- 
formity with exceptional folding 
strength. Its fine printing surface 
means you'll get clean, sparkling re- 
production —in black and white or 
color, from type or half-tones. 


The foldability of Mainefold Enamel 
— combined with this fine printability 
—makes it your best bet for letter- 
press-printed folders, flyers, envelope 
stuffers, brochures, etc. 


A top-quality paper like Mainefold 


Enamel — skilfully combining print- 
ability and folding strength — is char- 
acteristic of Oxford’s line of papers. 
For craftsmanship, backed by years of 
experience in making fine papers and 
by a completely-integrated mill, al- 
ways assures you of papers that are 


right, when you specify Oxford. 


For practical suggestions that will 
help you obtain better printing re- 
sults on any job, consult your Oxford 
Paper Merchant — ready to serve you 
in any of 48 key cities coast to coast. 


and Duplex Label. 


Oxford’s line includes: Polar Superfine Enamel, Maineflex Enamel Offset,* 
Maineflex C1S Litho, Mainefold Enamel, White Seal Enamel, Engrava- 
tone Coated, Carfax English Finish, Super and Antique, Aquaset Offset 


*Maineflex does for offset and gloss-ink printing what Mainefold does for letterpress. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N. Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
im 48 Key Cities 
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Movie- Star Mothers Choose... S 


use Soda-Jerk for mixing, 
drinks and sodas. The product is ; 

made of aluminum and has a dur- 
able spring action. Ads stress that 
it is easy to put on and take off 


Names BryceGorman |New Soda-Jerk 


The American Federation of | 


Arts, Washington, D. C., | Squirter Bows 


named Bryce Gorman Associates 
New York, to handle the advertis- | Str. Louvis—The Dollar-St. Louis | 


ing space in its publications—The Corporation has launched a cam-| of bottles and is an ideal gift sug-| § shoes for boys and girls P| 
Magazine of Art, “American Art| yaign for a gadget called the | gestion. N 
, Who's Who in|soda-Jerk which makes a soda; Maurice Lionel Hirsch Adver- 
squirter out of a bottle of soda/|tising Company handles the ac-| § 
water. count. 3 
Ads are running in Calling All 
yeni f Girls, House Beautiful, House &| Walsh Joins Shaw 


Garden, Mademoiselle, New York 
|Times Magazine and trade pub- 
lications. Plans are being made 
to expand the campaign in the 
pre-Christmas season. Dealer aid 
}| material is also being used. 

Copy urges hosts and hostesses 


Frank Walsh, formerly vice- 
president and copy chief of Bur- 
ton Browne Advertising, Chicago, 
has joined John W. Shaw Adver- 
tising, Chicago, as copy director. 


CAB Schedules Meet 


The 1949 annual meeting of the 
Canadian Association of Broad- 
casters will be held June 13-16, 


THE LETTER Inc. 
481 Dearborn Chicago 5, Illinois 


_fee jo ned 


Mother of Meliade ond Stephome says 
“Acrobat shoes give my children’s feet the 
soundest care in the most engaging styles.” 


1949, in the Algonquin Hotel, St- 
Andrews-By-The-Sea, N. B. Aid Peps thy Gr 


Acrobat Constraction that «at agauet 


Now feed tet through oretern at fine every where 


Gets Concord Account 

Concord Radio Corporation, 
Chicago, has placed its advertis- 
ing with O’Neil, Larson & Mc- 
Mahon, Chicago. 


Qutside.!. Extra Soy 
nd Insidp 


99¢d clea, thro ugh ‘ 


| 5 Acrobat 
: 
SHOES FOR BOYS AND GIRLS 
U e C 0 n u m e Pa el ACROBAT SHOE COMPANY DIVISION GENERAL SHOE CORPORATION RASHVILLE TENNESSEE 
4 3 MOVIE MOTHER'S CHOICE—Joan Bennett and her daughters, with a testi- that 
H 4 monial by the film star, appear in this color page, scheduled for the Aug. | tle 
me : 204 e bee issue of Vogue for Acrobat Shoe Co., division of General Shoe Co., Nashville. oper 
mY f L | t C h k H * The campaign also will appear in the September and October issues of Parents’ mis« 
i 0 r 0 y a y e c : 10: % Magazine and in leading metropolitan newspapers. futu 
tion: 
H effective use of musical spots ¢,)) 
F j First Second AVC Awards Five |to educate its audience on good@ pre, 
; | citizenship, tolerance and world® 
% Quorter Quarter for Outstanding | understanding and for success- 
$ VOLUME P bli S |fully merchandising these selec-§ tp 
; 50 | u 1c ervice itive campaigns throughout the 
: and 
| New — Sachs uality country on other stations and 
: Q y face 
40: Stores, New York; General Mills,| through educational brochures. jar 
; A 6 | Minneapolis; Royal Metal Mfg. The City of New York was selected TI 
; 30; A Company, Chicago; WNEW, New for its widespread use of display part 
Tue manufacturer of grocery product B settled back com- 204 City of — subways on democracy § tion, 
: mocracy awards from | . Othe 
fortably after a study of the first quarter report of The : Cc the advertising chapter, American| The awards, first of an annual @ py ¢ 
: 10 Veterans Committee, last week for | series, were presented at the ad-§ po, 
Oklahoma City Consumer Panel. And why not? Was he not : | work toward “a more prosperous|vertising chapter’s anniversary § oq 
Re, ‘and democratic America and aj dinner at which John Orr Young, 
running neck and neck with product A in number of families : First Second 'more stable world.” A special | co-founder of Young & Rubicam, 
buying and in dollar vol d n't he t oe duct i Quarter Quarter citation also was awarded to the| and presently a member of Young Ap 
ying in dolar volume and wasn t he topping produc % UNITS PURCHASED Advertising Council. & Faught, was principal speaker . 
A in units purchased and in poundage? : 50 CA Hold 
; | editor 0 rinters’ Ink; Mary c- WNN ppoin older er 
: 40; |Clung, general manager, New Earl Holder, formerly with Sta- ine., 
York Post and Bronx Home News;|tion WGNC. Gastonia, N. C., has@ 
Three months later he was startled out of his com- 304 B A been appointed hand 
e iate 
placency to see that not only was he losing ground to product i 204 B 
i Cc | Sachs Quality Stores was cited| ton, N. C., June 15 with power ot 
A, but product C, a poor third on all counts in the first : 104 C ‘for use of a newspaper campaign | 250 watts, day and night, and a 
ne ; ito help eliminate bi ic. | frequency of 1230 kilocycles. Eu- 
period, was barely behind him in families buying and in ) polaris PRmgrrresag a eee gene Henry is commercial man- | 
units purchased and had passed him in dollar volume and : ‘public service advertising. The | 
: uarter arter |award went to General Mills for) TV Begins 
in pounds bought. ; % |its magazine advertising devoted | KECA- Begins Nov. | 
50 POUNDS PURCHASED to public service themes, stress-| ;; KECA — A 
‘ing our educational system and| 20" Me hos Angeles ~ 
; ‘th ad to ¢ h wood area, will be on the air b 
The picture he saw is shown to the right. > : 407 @ | the need to feed the world. |Nov. 1, one month earlier tha 
Royal Metal Honored | originally scheduled. 
| *_ | Royal Metal was honored for | Sets Toy and Gift Show 
Much can happen in product behavior in three months. : 20. C * | its consistent use of magazine ad-| 
No other form of h can k ly i é [vertising for better world under-| ,.4"Gitt Goods Association sho 
ther torm ee u as accurate - : 
dina : 10; C one been set for the Minneapoli 
City ; ~|Auditorium July 18-21. Ted 
formed on consumer loyalty as The Oklahoma City Con : | cational system. ——— Secon "Galea toe 
sumer Panel. For facts on the grocery and drug lines covered First Second Station WNEW was named for | pany, is chairman of the show. s 
: uarter uarter 
in the Panel reports and just how the Panel can go to work : @ Q ns 
for increased profits for you, address an inquiry today to The i — 
Oklahoman and Times or the Katz Agency office nearest you. oan 
at yo 
DURA 
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Grain Marketing 
System to Have 
PR, Ad Support 


MINNEAPOLIS — Determined to 
combat current public “miscon- 
ceptions and ignorance” of the na- 
tion’s grain marketing system, the 
Minneapolis Grain Exchange is 
embarking on a long-range at- 
tack to end such suspicion of the 
trade system by an intense public 
relations, newspaper and maga- 
zine advertising program. 

First phase of the long-range 
program is the inauguration of a 
speakers’ bureau, composed of top 
grain men, to provide qualified 
experts who will explain the prin- 
ciples upon which the grain mar- 
keting system is based. 

F. Peavey Heffelfiner, execu- 
tive vice-president of F. H. Pea- 
vey Company, is chairman of the 
committee on public relations of 
the exchange. L. L. Crosby, vice- 
president, Cargill, Inc., will direct 
the program. 

So-called public relations pro- 
grams have functioned over the 
years but they served more as 
mere routine publicity sources 
than as efforts to educate the pub- 
lic about the market, grain men 
confess. 


Educational Job Needed 


The trade here has long realized 
that the general public knows lit- 
tle of the intricacies of market 
operations and has “dangerous 
misconceptions of the functions of 


futures trading and other opera- 
tions.” But it took the attack last | 
fall by government officials and | 
President Truman himself on}! 
speculation and futures trading to 
bring grain men to the realization 
that they had better do a better | 
and top-notch educational job or 
face loss or curtailment of the! 
marketing system. 

The speakers bureau is the first | 
part of the projected public rela- 
tions and advertising program. | 
Other methods now under study | 
by the committee include newspa- | 
per and national magazine media | 
and movie and slide films. 


Appoints Barlow Agency | 
Barlow Advertising Agency, | 
Syracuse, has been named by| 
Herkimer Tool & Model Works, | 
Inc., Herkimer, N. Y., manufac- | 
turer of model airplane motors, to 
handle its advertising. 


POINT-oF-SALE 


DISPLAY PIECES 


Plastic 
lamination 
gives deep 


intensifies 
your print 


Eye Appeal and Lasting Newness | 


YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an easel _ 
and hanger attached. Also available in wood 
and imitation wood backgrounds. 


TIES-IN your current magazine advertising | 
at your point-of-sale. | 
DURABLE—Can be wiped clean with a damp | 
cloth. No warping—no curling—no soiling. 


| 


Complete facilities for fabricating a 
wide variety of point-of-sale displays. 


RANGER-TENNERE, ... 


316 East 32nd St, New York 1. NY. 


Bireley’s Names Two 


Herbert Ward has been appoint- 
ed advertising manager, and H. L. 
MacRae Jr., sales manager of 
canned juices by Bireley’s divi- 
sion of General Foods Corporation, 
Hollywood, Cal. Mr. Ward was 
previously with Walgreen Co., 
Chicago; Sears, Roebuck & Co., 
Chicago; Erwin, Wasey & Co., Los 
Angeles, and Herbert Ward As- 
sociates, his own business, in 
Hollywood. Mr. MacRae was for- 
merly sales manager of Winckler 


& Smith and the Silzle Corpora- 
tion. 


Ledell Joins KFI 

George E. Ledell Jr., formerly 
copy chief of the War Assets Ad- 
ministration’s Los Angeles adver- 
tising division, has joined the pro- 
motion department of Station KFI, 
Los Angeles. Before joining WAA, 
Mr. Ledell was a copywriter in 
the advertising department of 
Commonwealth Edison Company, 
Chicago. 


KSTL Appoints Ridgway 
Ridgway Company, St. 


vertising of Station KSTL, St. 
Louis. Newspapers, car cards and 
direct mail will be used. 


Two Appoint Rowen 


Bostonian Mfg. Corporation, 
New York, maker of ladies hand- 
bags, and Empire Housewares, 
Inc., Brooklyn, have appointed 
Julius J. Rowen Company, New 


Louis, 
has been named to direct the ad- 


York, to handle their advertising. 
Fashion magazines, trade publica- 
tions and direct mail will be used 


by both. 

When you!) Remember 
needa F. RUPERT 
LUST |r vot 
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Photo Courtesy of 
THE FARM QUARTERLY 


WISCONSIN RAPIDS, WISCONSIN 


Papers} 


Publishers, printers and advertisers know 
the fine quality of Consolidated Coated 
with its perfectly smooth, clear surface on 
which the most difficult engravings can be 
reproduced strikingly and flawlessly. They 
know its price makes it practical for jobs 
for which other coated papers are beyond 
the average budget. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


This real-life photograph at- 
tracted unusual attention to a 
récent article on Hybrid Corn 
which appeared in THE FARM 
QUARTERLY Magazine. 


Maximum printed effective- 
ness for this and other black- 
and-white and full-color 
subjects was insured by the use 


PRODUCTION GLOSS 
MODERN GLOSS 


Since first introduced, over twelve years 
ago, Consolidated Coated Papers have been 
on the “preferred list’”’ for quality jobs and 
have become, in many cases, the standard of 
value by which coated papers are judged. 

Manufactured in weights down to 45 
pounds, Consolidated Coated Papers meet 


Fine Half-Tone 
Reproductions 
Require Fine 
Coated Paper 


of a quality coated paper... 
Consolidated Coated ... which 
is regularly specified for this 
interesting farm publication. 


almost any printing need. 


five Modern Mills 


135 $0. tA SALLE ST., CHICAGO 3 


SALES OFFICES 
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iDetroit faced 

a growing 

transportation 
problem. Traffic movement 
was threatened by a 200,- 
000 population increase, 
and the pressure of un- 
precedented demands be- 
ing made on the automo- 


change 


at 


| 


=} 


188; 5% 


struction. And this is but a start on the 
105 mile system of Expressways which will provide 
quick —safe travel to and from every section of Detroit 
at a cost of nearly one-half billion dollars. 
Changes in trucking and passenger traffic mean changes in ware- 
housing, in service station locations, in garages, in restaurants — 
changes in ever widening product and service classifications. The 
Manhattan-Brooklyn Tunnel, in New York, The East Boston 
Tunnel in Boston, the “Arroyas” elevated superhighways in 
Los Angeles, will mean important changes in these markets. Yes, 
markets are changing constantly ...as population shifts, as retail 
areas move, as local traffic is re-routed. And in these changing 
markets—yesterday’s sales program won't procuce today’s sales. 


HEARST ADVERTISING SERVICE KNOWS THE CHANGING 
MARKET. HERE’S WHAT LEADING SALES EXECUTIVES SAY: 


Large Drug Company 
“We are holding meetings now and 
working to set up our business in X 
City from this control. This is the tool 
we have long hoped to find.” 


Ix 9 major markets across the country, H.A.S. men are ready to aid 
sales and advertising executives in the vital analysis of changing local 
markets. Ready with the amazingly complete Sales Operating Con- 
trols, showing retail outlets in 18 product classifications for every 
shopping center and shopping street. This complete and accurate 
close-up of major markets was compiled, mapped, charted and classi- 
fied on the spot by local men who know local conditions. 


Travelling Branch Supervisor 
“The most astonishing and informa- 
tive job we have ever seen. We spent 
several weeks in one market seeking 
information which would have been 
immediately available from your con- 
trol book.” 


Important Food Company 
“We plan to set up sales operation 
with your control tools with which we 
will handle all our distributors and di- 
rect sales. We are breaking down vol- 
ume from each of the sales divisions 
you have and are setting up a depart- 
ment to analyze each district and our 
sales activities in them.” 


Major Radio Company 
“Within a few months your control 
will be a daily factor in our sales 
operation.” 


In addition to the Sales Operating Controls, H.A.S. men have at 
their command all the resources of Hearst Newspapers’ Research and 
Marketing Departments in 9 markets that annually turn in 22% 
billion dollars in retail sales. Perhaps this marketing service can be of 
value to you as it has to so many sales and advertising executives in a 
wide range of product classifications. Call or write the Hearst Adver- 
tising Service man nearest you. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


| 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y.—Offices in principal cities 


Representing 


San Francisco Examiner 

Detroit Times 

Boston Record-American Advertiser 
Albany Times Union 


New York Journal-American 
Baltimore News-Post American 
Pittsburgh Sun-Telegraph 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 
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Mystik Finds 


Formula 


for Entering Markets 


War-Born Adhesive 
Tape Sales Zoom; 
Lacks Competition 


By BRUCE BRADWAY 


Cuicaco — Most manufacturers 
dream of some day having a prod- 
uct which will sweep market after 
market for two years without com- 
petition and without patent pro- 


tection. For Mystik Adhesive 
Products here, that dream is a 
reality. 


Mystik tape, a plasticized-cloth, 
rubber-adhesive tape, has invaded 
department, variety, drug, hard- 
ware, stationery, paint and grocery 
stores—and sells almost as well 
in one type of outlet as another. 

Moreover, a leading department 
store, which had an inflexible rule 
against selling any product in 
more than one department, made 
an exception in the case of Mys- 
tik and now carries the tape in 
six separate sections. A large va- 
riety store in the same city, with 
the same rule, also carries Mystik 
in six different departments—and 
it sells furiously in each section. 


Salespeople Enthusiastic 


More fantastic still, is the in- 
tense interest of the people who 
sell Mystik. James C. Gallagher, 
sales manager of retail tapes of 
Mystik, recently saw a display on 
a restaurant counter next to the 
cash register, asked the cashier 
what it was, and received a 12- 
minute sales talk on the virtues 
of the product, with enthusiastic 
demonstrations. Without knowing 
who he was, the girl gave such an 
eloquent testimonial that the two 
ladies behind Mr. Gallagher, who 
were waiting to pay their checks, 
walked out with rolls of Mystik in| 
their hands—and so did Mr. Gal-| 
lagher. 

It hasn’t always been so easy, 
however. For some time, the ad- 
hesive products division used the 
same jobber setup for both in- 


dustrial and commercial tapes— 
and it didn’t work. Now, how- 
ever, executives of both Mystik 
and the Chicago Show Printing 
Company, its parent, are con- 
vinced that they have the right | 
formula for getting into a market | 
and holding their position once it 
has been established. 


Large Dash of Showmanship 


The formula was the result of | 
trial and error, with a large dash 


weather conditions. 


of showmanship and merchandis- 
ing know-how to leaven the end- 
product. 

Over 45 years ago, Chicago 
Show Printing Company signed 
a contract to do printing for Bar- 
num & Bailey’s circus—and has 
continued as its printer for all of 
the intervening years. 

With the passage of time, how- 
ever, the Leander brothers, who 
own the company, decided that a 
show printing organization ought 
to have other specialties to offer 
buyers of its wares. The major 
specialty became point-of-sale ma- 
terial, and today the bulk of the 
printing division’s work is de- 
voted to that type of production. 

About 1931, the point-of-sale 
operations led to the production of 
window, counter and edge-of-shelf 
material which was coated with 
a rubber compound called Mystik. 
The object, of course, was*to offer 
retailers coated-paper advertising 
material which could be affixed to 
any smooth surface without the 
formality of wetting it. In time, 
the Mystik Adhesive Products di- 
vision was formed. 

Through the years, an increas- 
ing number of large advertisers 
turned to the Mystik self-stick 
material. One phenomenally suc- 


cessful idea was the use of the) 


Mystik ‘Tape 


Get this handy household heiper of 100! uses! 


does Dozens of jobs like these:” 


and 1%" widths 


for 4° width. Wider rolls at & SLO 


‘This strong cloth tape is the handiest, all-around 
helpmare you ever had. Just use it once aed you 
won't be without ic. You'll use Mystik Tape to 
fix things you sever could fix before. And ics 
beautiful colors are marvelous for decorating. 


marvelous new self-stick 
Mystik Tape of 1001 uses! 


don't get mad, get Myscik! It’s che cape chat tackles 
everything . . . repairs, decorates, seals, holds, 
protects. Get Mystik Tape now in several of ics 
sparkling colors aad handy widths. 


@f this 


e ‘Once you try it... you'll always buy itt 


TO ENTER A MARKET—In the newspaper ad series used as Mystik enters each 

market, the large-space insertion is repeated twice. Smaller |20-line ads, two of 

which are shown above, continue the drive through the various stages of the 
market entry formula (see story.) 


material for service station record | if the product was so good that |the larger stores could handle the 
stickers placed in car door frames, employes took it home for their | tape. 


since adopted by almost every 


| personal use, there must be a 


In 1946, the company broke a 


major oil company and most of! jarge consumer market waiting to| national ad campaign—and dis- 


the independents, for use in re- 
minding customers of their mile- 


be tapped. 


| Principal advantages of the 


| continued it later that same year. 
|It was embarrassingly successful 


age at the last servicing of their | Mystik tapes are that it can be and resulted in a consumer de- 
|torn parallel to the roll or at|mand that the distribution setup 


cars. 
Began During War 


During the war years, the divi- 
sion turned its talents to the pro- 
duction of adhesive cloth mate- 
rials for use by the War an 


Navy Departments. The company | 
|turned out two types of adhesive 


cloth, according to military speci- 
fications, one coated with plastic 
and the other without the plastic. 

The Mystik tapes were used in 
every theater of operations to pro- 
tect machinery, equipment, planes 
and plastic items which otherwise 
would be damaged by adverse 
Before the 
end of the war, the company was 
turning out almost 65% of the 


total U. S. production of pressure 
sensitive cloth tapes. 

With the end of hostilities, com- 
pany officials began to examine 
the potential civilian market for 
the product. 


They decided that 


Strong, thin CLOTH tope...in COLORS! 
Tape other site binding tapes. 
curteng. cracking or trang our 

od durable cloth w peste 
scuffing and Sharp edge cent 


FOR COMPLETE CUSTOMER SATISFACTION... FOR STEADY PROFITS... 


FOUR EXAMPLES—Mystik Adhesive Products found that its Mystik tape had so 


many different applications that it was 


hard to pick one primary use for mer- 


chandising purposes. Result was the development of several different cards to 

be attached to the rolls of the tape, especially for variety store sale. The three 

cards shown on the left, boosting venetian blind tape, all-purpose tape and elec- 

trical tape all are attached to the identical product. The photographic tape 
differs ftom the regular Mystik tape only in width. 


right angles to it; the cloth is | was unable to handle at that time. | 


|coated with plastic so that the 


| 


|reverse side is waterproofed and 


|is not sticky; and, unlike most ad-| packaging machinery was hard to! book tape, 


/hesive tapes, the rubber material 
|is spread on the cloth, instead of | 
being impregnated through pres-| 
| sure, and thus does not leave ad-| 
hesive material behind when it is | 
removed. 

Company executives felt that) 
their primary market probably | 
would be among suburban home) 
owners but, as a check, they de- 
cided on a consumer use test in| 
four typical markets: urban,| 
suburban, small city and small | 
town. 


Apartment Dwellers Use It 


The test turned up some inter- | 
esting and unexpected facts. Most) 
intensive use of Mystik was not in | 
the suburbs, where people owned | 
their own homes, but in the larger 
city apartment areas. Second most 
promising market was in the small 
town, third in the small city and 
last, the suburb, where home own- 
people for repair jobs. 

It was also expected that men 
would be the principal users, since 
they buy and use most of the fric- 
tion tape. The survey disclosed, 
however, that in the largest num- 
ber of cases, women used the 
product and were pleased that it 
was not messy and dirty to handle. 
In addition, it was discovered that 
children used the item in 13% of 
the cases, so that Mystik promo- 
tion had to appeal to all age 
groups and both sexes. 

Next on the program was a sales 
test, in selected markets. The 
company discovered that a sales- 
man was able to sell a dealer in 


solicitations. 


more than 50% of his prospect 


Made Sales Flow Test 


Once Mystik was on _ the 
counters, a sales flow test dis-| 
/closed that grocery stores had the) 
fastest inventory turnover, with 


In addition, although the product 
was repackaged in cellophane, 


of Mystik in a market necessitate: 
a complete education job, the ad 
hesive division decided to test it 
altered approach in Chicago, be 
ginning in August last year. Th: 
local distributor was named an 
briefed for almost two months be- 
fore the 13-week test was under 
taken. 


Radio Show Pulls 


Local newspaper ads ran for the 
entire period to support the sale: 
activity. In addition, Mystik 
bought a 10-minute radio show 
to run for the duration of the 
test, on a small local station. The 
show offered Club Aluminum 


the best new use offered by 
listeners. Most surprising result 
was the caliber and intelligence 
evident in the letters, and the 
quantity of new applications sug- 
gested. 

Two weeks after the test push, 
a survey was made in selected 
neighborhoods. The sample dis- 
closed that 22% of those inter- 
viewed had heard of the product, 
after only 13 weeks. Of those who 
had heard of it, over half had 
used it. 
| One major departure later 
adopted in consumer promotion 
was that of attaching cards to the 
rolls of the same tape, with il- 
_lustrations of its different uses. 
card plugs Mystik electrical 
| tape, another describes Mystik 
venetian blind tape, for covering 
old and worn cloth tapes which 
connect the slats. Another “spe- 
cial” tape is the photographic 
binding tape for use in making 
slides. All of the special tapes are 
the same, but each is thus en- 
abled to command a position of 
leadership in its field. 

Typical instance of a special ap- 
plication is that of repairing the 
cloth binding of books. Since po- 
‘tential users might have over- 
|looked the product, it is called 
and packaged espe- 


DETROIT? OF COURSE—J. C. Gallagher, national sales manager of the retail 
tape division, points out the successful introduction of Mystik tape in the Detroit 
market by means of the marketing formula developed from experience. Left to 
right, R. J. Leander, president of the parent Chicago Show Printing Company; 
L. A. Saylor, advertising and sales promotion manager, and J. K. Leander (far 
right) register satisfaction over market-to-market progress of the product. 


still posed problems. 
Principal problem in promoting 


ers seem more inclined to call in| obtain, and the rubber shortage); cially for those concerned, thus 
/opening a new field. 


Convinced of the consumer ac- 


the product faced by advertising ceptability for the tape, the sales 


manager Marvin Green, now as- 


jand advertising departments anc 


sistant general sales manager, was|the company’s agency, George H 


its tremendous variety of uses. By 
an early count, users of Mystik 
tape had written the company 
about more than 1,000 different 
applications. There were so many 
uses that the sales and advertising 
departments had some initial dif- 
ficulty in determining which use 
to promote. A study of the list 
showed, however, that most of the 
applications could be divided into 
three classes—to repair, to deco- 
rate and to seal. 


Independent Consumer Setup 


With that potent triumvirate as 
its guide, 
mented with consumer promotion, 
eventually reorganizing its dis- 
tribution setup so that its con- 
sumer distributors were  inde- 


|Hartman Company, crystallized 
‘plan of introducing the produc’ 


market by market. 
Market-by-Market Plan 


The new formula thus far has 
been tested and proved in severa 
markets, including Cincinnati an« 
Detroit. It consists of 18 steps: 

1. Write letters to jobbers. 

2. Meet with the local news 
paper advertising staffs to pla 
tie-in merchandising programs. 

3. Hold a sales meeting for a! 


the company experi-| 


interested persons in the territor. 
| to be opened. 

4. Call on jobbers’ sales man 
agers to agree on sales trainin: 
program for the jobbers’ sales 
men. 


| §. Make training calls on loca 


drug stores second. These two|pendent of the industrial end of| retailers with the jobber’s sale 


types, however, did not offer the 
largest total volume, since only) 


the business. 
Resolved that the introduction 


| staff, to impress on them the im 
‘portance of giving a sample ro 


ware and Holliwood broilers for 
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of tape to every store clerk for his 
personal use. 

6. Hold a final sales meeting 
with the distributors’ and jobbers’ 
personnel. 

7. Start the full-fledged pro- 
gram of retail sales calls. 

8. Newspaper sends first mer- 
chandising mailing to retailers. 

9. Manufacturer seeks com- 
plete coverage of variety stores. 

10. Jobber sends promotion let- 
ter to potential dealers. 


Open Window Display Drive 


11. Distributor and jobber be- 
gin selling dealers on the efficacy 
of window displays. 

12. Reprints of the first ad are 
sent to dealers. 

13. Announcement ad appears 
in the local papers. 

14. Manufacturer’s agents fol- 
low up with sales training. 

15. Small news ads are run in 
the local papers. 

16. Large-space ad is repeated. 

17. Follow-up ads continue to 
run through the last week of the 
local drive. 

18. Manufacturer encourages 
his distributors and jobbers to 
open smaller markets independ- 
ently, using the same technique, 
while the company proceeds with 
another major market. 

The goal of the promotion for- 
mula is the opening of 23 major. 
markets across the country and 
the appointment of distributors 
for all of them, who will then be 
encouraged to carry the load, 


with assistance from the com-| 
pany. The Mystik division de-| 
cided to abandon its factory rep-| 
resentatives when the bookkeep-| 
ing load became too heavy, and 
has since proved to its own sat- 
isfaction that a distributor system 
is more efficient. 


Foreign Markets Developed 


Nor has the company ignored 
its foreign markets. Its plant in 


ASHEVILLE 


NORTH.JCAR 


SALES PROSPECT” 


Sales prospecting is good in 


the “49th STATE” ... with an 
annual industrial payroll of ||| 
over $100,000,000* ... anda 
population of 490,013** who 


produce a gross buying in- 
come of $407,840,000* annually. 
Advertise in the newspapers 
they read... the ASHEVILLE 
CITIZEN-TIMES . . . with a com- 
bined circulation of 51,115.*** 


For Route Lists, Trade Infor- 
mation, Surveys and Market 
Data, Write, Wire or Call: 


ROY PHILIPS, 
Director of Advertising 


Representatives: 


THE KATZ AGENCY 


“Sales Management 1947 
Buying Power 

**U. S. Census 1940 
***ABC Sept. 30, 1947 


— Survey of 


Canada ships Mystik tape to al- 
most every “civilized” country on 
the globe. 

With a steadily increasing mar- 
ket, and a new plant (paid for 
entirely from working capital), 
Mystik Adhesive Products now 
looks forward to a national con- 
sumer advertising campaign in the 
fall. 

A favorable word from a house- 
wife who used brown tape to 
cover electric cords along the 
baseboard of her home, or from 
a contractor who seals up the 
cracks between wallboard before 
painting them, or from an elec- 
trician who binds two electric 


cords together, the company feels, 
is its best bet for making a na-| 


tional ad program effective. 

“Just hand them a roll,” Mr. 
Gallagher smiles, “suggest one or 
two applications for the product 
and they’ll figure out a dozen 
more uses, and sell themselves.” 
A quick glance at the rapidly 
rising sales curve seems to bear 
out his contention. 


Boston Adclub Elects 
Carlton M. Strong, manager of 
the Boston office of the Rumford 
Press, has been elected president 
of the Advertising Club of Boston. 
Other officers are: J. Paul Hoag, 
president of Hoag & Provandie, Ist 
vice - president; Raymond C. 
Strawbridge, account executive of 
Dickie - Raymond, Inc., 2nd vice- 


president; Stuart Heminway, New | 


England manager of United States 
News, secretary, and Arthur V. 
Howland, vice-president of Tiles- 
ton & Hollingsworth, treasurer. 


Ohio Handles Imp 


Trenton Brewing Company, 
Trenton, Ill., has appointed Ohio 
Advertising Agency, Cleveland, to 
handle its new product, Imp 
Sparkling ale. A current cam- 
paign includes television, radio 
and a heavy newspaper schedule, 
in addition to displays showing 
the imp by which the product is 
identified. 


Posner Names Hecker 


William Hecker has been ap- 
pointed production manager of 
Posner-Zabin, New York agency. 


Join Dell Sales Staff 


Joseph A. Holzer, formerly with 
Popular Publications, and John 
Lima, formerly with Dell’s circu- 
lation department, have joined the 
advertising sales staff of the Dell 
Publishing Company, New York. 
Mr. Holzer will represent the Dell 
Modern group and Mr. Lima, the 
Dell Men’s group. 


CIRCULATION (current 
ST. JOSEPH NEWS-PRESS 
Bt. Joseph Ourette 


| KNOW NEWSWEEK IS ONE OF THE TOP 4 
OF ALL GENERAL MAGAZINES IN TOTAL ADVERTISING 
PAGES ... CARRIED OVER 2800 LAST YEAR. 
BUT... YOU’RE A SPACE BUYER... TELL ME, 
WHY DO YOU CONSIDER NEWSWEEK A BEST Buy ? 


..+ BECAUSE NEWSWEEK DELIVERS THE 
GREATEST CONCENTRATION OF LEADERS IN BUSINESS, 
INDUSTRY, AND THE PROFESSIONS OF ANY GENERAL 


MAGAZINE. AND AT THE LOWEST RATE PER THOUSAND! 
WHAT'S MORE, YOU’RE IN GOOD COMPANY IN NEWSWEEK, TOO. 


NEWSWEEK... THE MAGAZINE OF NEWS 


THEY'VE GOT THE TOP-NOTCH COMPANIES. 


SIGNIFICANCE 
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AA Rides Along 


to have lit up with enthusiasm. 
A lot of the recipients are mem- 


devoted to selection, offers aids, 
for the sales manager in selecting | 


bers of the Four A’s, which of|@ future salesman. Also included | 4 
on American course is simply a double A,|2%€ specimen application blanks | The Flag in Advertising 
twice. and a chart showing the hiring | Fourth of a Series of 10 ‘Legal Reminders’ 


Tie Promotion 


And some people told AA they 


practices of 102 companies. 


New Yorx—The sudden flower- thought it was most auspicious By Albert Woodruff Gray 
ing of new blue ties on the necks | 2dvertising. Welch Buys Cal. Plant 
of 2,000 advertising executives Welch Grape Juice Company, | The be shall be guilty 
| Westfield, N. Y., has purchased |every copywriter in is country |of a mis emeanor.” 
across the country last week Hiring Information ithe $2,000,000 Oakland Canning | is, “Thou shalt not use in paeer~ | Similar statutes have been en- 


brought unexpected glory to other 
organizations than the donor, 
American Magazine, which dis- 
tributed them just before Father’s 
Day. 

The ties were covered with red 
A’s superimposed on white A’s. 
American Airlines said thank you 
kindly, sir, for the free plug, and 
Alcoholics Anonymous is reported 


“Recruiting and Selecting Sales- 
men,” compiled by Dartnell Cor- 
poration, Chicago, is a_ report, 
divided into two parts—recruiting 
and selection—telling of the meth- 
ods used in hiring, such as per- 
sonal contact, recommendations 
from the sales force, hiring men 
from competitors, newspaper ad- 
vertising, etc. 

The second part of the report, 


‘Company plant. The plant will be 
‘used to produce grape juice, to- 
mato juice, jams, jellies and pre- 
serves for its western market. 


‘Smith Joins Orr 


Melville H. Smith Jr., formerly 
vice-president of Lamb, Smith & 
Keene, Philadelphia, has been ap- 
pointed vice-president in charge 
|of new business and service of 


tising any picture or likeness of 
the flag, standard, colors, shield, 
|coat of arms, seal or other insig- 
|nia of any state or of the United 
States.” 

Typical of the statutes relating 
‘to the misuse of the flag, is the 
| following: 
| “Any person who, in any man- 
|ner, for exhibition or display, shall 


| 


}acted in every state of the coun- 
| try. 

In upholding the constitutional- 
|ity of the first of these statutes tc 
|come before the courts, a Ne- 
| tribunal held: 

| “That familiarity breeds con- 
tempt has the force of a maxim. 
That contempt or disregard for an 


emblem begets a like state of 


|W. Wallace Orr, Inc., Philadel- Place or cause to be placed, any|mind toward that for which it 


phia. ‘figure, mark, picture, design,|stands is a _ psychological - law 
SEE |'drawing or any advertisement, of | which underlies the canons against 7 
Ivay Named Manager |any nature, upon any flag, stand- | prevention which abound in every a 
W. J. Ivay, advertising man- | ard, color, shield or ensign of the | system of religious instruction. ve) 
‘ager, has been appointed man-| United States of America, or of Such inhibitions against the irrev- er 
‘ager of Drug Merchandising, pub-|the State of New York, or shall|erent use of sacred things are not 
of sales signs : Silk screen process lished by Maclean-Hunter| expose or cause to be exposed to|mere arbitrary fulminations but ch 
Prompt attention given to Inquiries Publishing Company, Toronto. public view any such flag, stand-|are grounded on sound, practical 
ard, color, shield or ensign, upon | considerations and the conviction 
i * * shall have been print-| that such use of the sacred em- 
ed, painted or otherwise placed, |blems of religion is inimical to the 
HOSPITAL MANAGEMENT ° to which shall be attached, ap- cause of religion itself. The legis- : 
pended, affixed or annexed, any lation under consideration may be 
MAY 1948 word, figure, mark, picture, design | justified under the same prin- | 
or drawing or any advertisement | ciple.” 
Abbott Laboratories Imperial Brass Mfg. Co. 
Ludlum Steel Co. 
orp. ternat sines 
Aloe Co., A. 8. “Mechinn Corp. Coffees Gettin May Newsprint Gains W 
American Cystoscope International Silver Co. g l 1% Oo 1947 
Makers, Ine. pa 5.1% Over c 
Meopital & Johneon P remium Support Newsprint stock on hand and a 
American Safety Razor “ in transit at the end of May, 1948, , 
Corp. Kelley-Koett Mfg. Co. | JJ} N ew Orleans increased to 33 days’ supply for ven 
— ee a Koch Products Co. daily newspapers reporting to the Cor 
Armour & Co, New ORLEANS — Postwar mer-| American Newspaper Publishers whi 
Armstrong Co., Gordon Lederle Laboratories, Inc.| chandising has brought a sharp| Association, representing an in- cei\ 
we. Pink Products /return to the highly competitive| crease of two days’ supply com- “a 
Bassick Co., The Libbey-Owens-Ford Glass | tactics of coffee roasters in this| pared with stocks on hand at the s 
& Ce., market. Premiums are the order| of April, 1948, and 28 days’ con 
xter orator 0. 
Is, Liquid Carbe at the end of May, 1947. 
Boyton Pharmaceuticals quid Carbonic Corp of the day Daily sewepapers consumed sem 
Becton Dickinson & Co. Color advertisements in New 348,823 tons of newsprint in May, hur 
Biro Mfg. Co. Mocalaster Bicknell Co. |Orleans newspapers are being 1948, a 15.1% gain over Mav yea 
Blickman,- Ine., 8. MacGregor Instrument ’ -i 7/0 y, 
Bristol Laboratories Co. used by W. B. Reily Company) 1947. The total estimated news- the 
Bryan Steam Corp. ho Chemical (via Walker Saussy) for Luzianne| print consumption in the United mal 
Camel Cigarettes Marshall Insurance Co., | brand, and by Foltz Tea and Coffee | States for May, 1948, was 455,978 cide 
Cannon Electric John Company (via Sewell Advertising | tons, including all kinds of uses of like 
Inc.| Agency) for Zodiac and J.B.| newsprint. cale 
Chieago Dietetic Supply  Mennen Co., The brands. T 
Ylow, AS HOSPITAL MANAGEMENT American Coffee Company (via| CBS Ups Schertzinger of 
c S Products, Ine. Robert Kottwitz Advertising) is} Patricia Sthertninaer hes been just 
Clark Linen Co. b t 
— | meeting the competition with four: | appeinted head of research for the 
‘omn olvents Corp. Co., The Pp NG !Columbia_ Broadcasting System 
ee + near A Orr, W. H. handout folders plugging its | sales promotion department in (the 
Service ; Orthopedic Frame Co. | French Market brand. Hollywood. Miss Schertzinger had nud 
Crane Co. | To oldtime grocery men, the/ been assistant to Tom Papich, who oO 


IT IS MORE THAN EVER 


YOUR WISEST CHOICE 
LARGEST total net paid ABC circulation in its 


history—May, 1948. 


LA RQ G E 5 T hospital circulation in its entire 


history. 


LARG E ST advertising income in its history, and 


not a bad debt on the books—indicating the 
high character of its advertisers. 


LA RG E ST number of color ads, and inserts, and 


all preferred positions sold... The greatest 
issue in the history of a great publication 


Crescent Surgical Sales 
Co. 
Cutter Laboratories 


Darnell Corp., Ltd. 
Davis & Geek, Ine. 
Deknatel & Son, J. A. 
Dennis Watercress, E. 
Despatch Oven Co. 

Dolge Co., C. B 


El Hospital 
Everest and Jennings 


Finnell System. Ine. 
Forbes Stamp Co. 


General Electrie Co. 

General Foods Corp. 
(Institution Dept. ) 

General Motors Corp. 

Gerson-Stewart Corp., 
The 


Hall China Co., The 

Haney & Associates, 
Charles A. 

Hanovia Chemical & 
Mfg. Co. 

Hill-Rom Mfg. Co. 

Hoffmann-LaRoche, Ine 

Hollister Co., Franklin 

Horner Woolen Mills 

Hospital Consultants, 
Ine. 

Hospital Industries 
Association 

Hospital Standard 


Panamerican Publishing 
0. 
Parke-Davis & Ce. 
Pick Co., Inec., Albert 
Pilling & Son Co., 
Geo. P. 
Pittsburgh Corning Corp. 
Procter & Gamble 


Puritan Compressed Gas| anne offers “new Jade-ite heat- 


Corp. 


Rock-Tred Corp. 
Ross, Ine., Will 


Sanitary Paper Mills, Ine. | cents and three coupons. 
Must Be Bargain 


Sargent & Co., E. H 
Savory Equipment, Ine. 
Sexton, John & Co. 
Shenango Pottery Co. 
Simmons Company 


Smooth Ceilings System tive handling the Zodiac account, 


Spring-Air Company 

Squibb & Sons, E. R 

Straub & Co., W. F. 

Straus-Duparquet, Inc., 
Nathan 

Swartzbaugh Mfg. Co. 


Vacuum Food Corp. 


Wallace Silversmiths 
Wander Co., The 


Wells Organizations, Inc.| and secondly, distribution of the 


Winthrop-Stearns Ine. 
Wocher & Son Co., 
Max P. 


promotions have a familiar ring. | 
Zodiac offers “a combination cake | 
‘dish and a big fruit bowl, both in 
crystal-clear, cut-glass design” for 
(69 cents and three coupons. Luzi- 


proof Anchor glass refrigerator 
|jars” for 79 cents and three cou-| 
/pons. French Market offers plas- 
‘tic rainproof headkerchiefs for 39 


K. B. Thompson, Sewell execu- 


erator is going to spend much 
time or money convincing the 
housewife of the value of a pre- 
'mium. The premium itself must 
Shriek ‘bargain.’ The two big 
/headaches are securing such pre- 


/miums under the right conditions, | 


|told AA: “No smart premium | 


| premiums. 
“Before the war, grocers—with 


Sell 


resigned as research head to be- 
come business manager of Frank 
Fortier Productions, Hollywood. 


Now... 


Times 
More 


whose service to its field has been outstand- 
ing since 1916. 


Publishing Co. 


etal 'the exception perhaps of some 


|chains—would gladly deliver the 
|premium to their customers; stock 


Zimmer Mfg. Co. 


| them, in fact, for a very small 1avil 
charge. The details of rationing Ke ynd: 
and ration coupons seem to have, -£-496 erm 
: e left the grocer determined to get 
@ rid of this additional work.” | ‘ 

The Only Hospital Publi- . Chrysler Promotes Galer pad 

cation which is a member C. N. Galer has been appointed nost 
of beth the ABC and ABP . | | executive manager of the Euro- nd | 
pean-Near East region of the ex- , 
i port division of Chrysler Corpora-| Bs 

: tion, Detroit, succeeding T. G.| 
@ Davis, who has been ay, AP to | DURHAM, N. ant Ne 
the president’s staff. Mr. Galer rder 
100 £&. OHIO ST., CHICAGO 11 joined the Chrysler export di- REP. PAUL H. RAYMEF las 
. vision earlier this year. nd 
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pennsyl vaca refining company 


TAKE ‘EM OFF—Fifty per cent of the 

respondents to Pennsylvania Refining 

Co.'s questionnaire like this little cal- 

endar gal just the way she is, but the 

16% who need more than stoves on 

chilly days want fewer clothes — or 
invisible ones. 


Study Finds Men 
Like Calendars— 
with Pretty Gals 


CLEVELAND—A 32.8% return on 
a mail questionnaire has con- 
vinced Pennsylvania Refining 
Company here that the over- 
whelming majority of persons re- 
ceiving its yearly calendar likes 
“a few fast curves.” 

Since 1939, the company has 
concentrated on one theme: a 
semi-nude girl and a dog in a 
humorous situation. Late last 
year, as he prepared to send out 
the 1948 calendars, advertising 
manager Robert W. Lochner de- 
cided to find out if the recipients 
liked semi-nude girls and dogs on 
calendars. 

They do, of course. Almost 50% 
of the respondents like the girl. 
just the way she is, about 16% 
want to see more of her, with 
fewer clothes, and another 16% 
(the extremist faction) want a 
nude. 

Object of the survey was to dis- 
cover what the acceptance of a 
calendar is, whether’ recipients 
like it, whether they hang it and 
whether they want more of the 
same. 


85% Get Five or More 


It was found that complicated 
questions on the query sheet, or 
questions which necessitated a 
moment’s reflection on the part 
of the addressee, were unanswered 
in about 23% of the cases. 

That there is intense competi- 
tion among calendars for a place 
y the wall was apparent from 
the fact that about 85% of the re- 
spondents reported they ordinarily 
receive five or more calendars. 
year. 

The vast majority of those re-. 
lying said that they would defi-| 
iitely hang the calendar on their | 
‘ffice walls, or elsewhere, and 90% 
ipprove of the choice of subject. 
However, almost 13% said they 
iad received calendars with the 
ame subject from other com- 
anies, accenting the importance of 
laving a subject which is not 
yndicated if the appropriation 
ermits. 


Prefer Girls—and Dogs 


The company asked the calen- 
lar recipients which of 16 sub-| 
ects they preferred. By far the 
nost popular subject was a girl) 
nd a dog, with semi-nude girls) 
runner up, and nude girls not 
ar behind. 
Next most favored subjects, in| 
rder, were: bathing girls; girls 
1 a situation; outdoor sports; girls 
nd horses; dignified girls; chil- | 


|dren and pets; historical subjects; 
western subjects; landscape and 
floral; marine scenes; pioneer 
items; children at play, and last 
and least were mother and child 
subjects. 


Some of the comments on the) 


replies were of vital interest to 
calendar advertisers. One _ re- 
spondent declared: “I have old 
men working for me and I need 
| something to pep them up on cold 
| days.” 

Said several others: “How does 
| the girl keep her hose up?” 
| Another: “We hate women, but 
| send all you have.” And another: 
“Although most of us men do like 
to look at pictures of nude girls 
(and if you don’t you’re not a 
man) yet I would hesitate to hang 
upa picture of a nude in my store 
or office on account of a certain 
class of people who would see it 
and associate me as being some- 


what vulgar even if I have the 
picture hanging and look at it 
from the artistic angle and for no 
other reason.” 

And: there, until the next sur- 
vey, the case rests. 


‘Names Farson & Huff 


Electric Steam Radiator Cor- 
poration, Paris, Ky., has named 
|Farson & Huff Advertising 
| Agency, Louisville, to handle ad- 
vertising of Electresteem radia- 
tors, Baby Chef bottle warmers, 
vaporizers and sterilizers, and new 
products. 


Lumbermen Appoint Luce 


resentative for various lumber 
groups for the past six years, has 


ager of the West Coast Lumber- 
men’s Association. He succeeds 
Joe Blunt, who has retired be- 
cause of ill health. 


Cecil A. Luce, Washington rep- 


been appointed Washington man-| 


Y&R Promotes Sewall 


George T. Sewall, formerly in 
charge of the market research di- 
vision of Young & Rubicam, New 
York, has been appointed manager 
of the agency’s research depart- 
ment. Dr. Peter Langhoff is direc- 
|tor of Y&R research. Mr. Sewall 
joined the agency in 1933. 


Appoints Cheney 


Harold G. Cheney, for the past 
four years assistant to the general 
lamp sales manager and supervisor 
of lamp sales contracts for the 
Westinghouse Electric Corpora- 
tion, Bloomfield, N. J., has been 
appointed assistant manager of 
| lamp sales. 


Wilson Joins ‘Look’ 

| Frank J. Wilson, former vice- 
| president of Lynn Baker, Inc., 
|New York, has been appointed 


|manager of Look’s Cleveland of- 
| fice. 


35 
Elect Miller, Thomasma 


Austin L. Miller, International 
Business Machines Company, has 
been elected treasurer, and Leon- 
ard T. Thomasma, Todd Company, 
2nd vice-president, of the Ro- 
chester Sales Executives Club. 
These are newly created offices. 


remember 


Business 


| 


Continues . .. 2,300,000 — 


May, 1946 


Latest 6 month average. 2,349,000 


Mar. 1948 


| Resumes growth...2,200,000... Aug. 1945 
Restricted ...2,100,000... Oct. 1944 
Incredible !!!...2,000,000...Sept. 1940 
1,900,000...Sept. 1939 
1,800,000...Sept. 1938 
1,700,000... Apr. 1937 
1,600,000... Oct. 1934 
1,500,000... Apr. 1934 Longest r un 7 
for anybody’s advertising dollar 
...is the 2,375,000 circulation 
Depression ... 1,400,000... Mar. 1932 of the New York News...where ———_ 
youradvertising has more access 
1,300,000... Mar. 1929 to more of the major New York 


metropolitan market 


than it can 


have in any other medium... 


7 
« ae = Reaches more than 7 out of 10 
New York City families . .. more 
1,100,000... Aug. 1926 kinds of people, more in every 
locality... And delivers majority 
First to reach a... 1,000,000... Dec. 1925 coverage at a cost far less than 
most minor media! ... There’s 
900,000... M 9 no substitute for The News in 
= = New York—or on the schedules 
of any national advertiser! 
Largest U. S. daily...800,000...June, 1924 
THESZNEWS 
700,000... Oct. 1923 New York’s Picture Newspaper 
600,000... Mar. 1923 
imagine! ...500,000... Apr. 1922 
In only 21 months. ..400,000... Mar. 1921 
Tripled in same year... 300,000... Oct. 1920 
Doubled in 2 months... 200,000... Mar. 1920 
The first & hardest... 100,000... Jan. 1920 


Very inauspicious start... June 26,1919 
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credits if they wish. Test ques- 
| tions will be based on material 


NBC Starting 


New York— This summer at | the broadcasts. 


the University of Louisville NBC 


is testing a college by radio plan | Koppers Names Foy 
Vice-President 


which may be offered next fall on | 
a nationwide basis. 

“Classes” will be conducted on 
such programs as “World’s Great 
Novels,” “University of Chicago 
Round Table,” and “Living— 
1948.” Many subjects will be 
covered in the airwaves instruc- 
tion under the supervision of 
Sterling W. Fisher, manager of 
the public affairs and education | 
department. Courses in literature | 
and current events at Louisville) 
over WAVE started last week with | 
the opening of the summer ses-| 
sion. 

Listeners who enroll for the 
study—they may do so for a nom- 
inal fee—may work for college 


CARTOONS for 
ADVERTISING... . 


VIC TAKE & 
ASSOCIATES 


ARCADE BLOG. * SAINT LOUIS 


the Detroit office of J. Walter 
Thompson Company, has accepted 


|tising Club of Brantford, Ont. 
| Other officers include: 


Fred C. Foy, vice-president in 


an appointment 
as vice-president 
and manager of 
the sales depart- 
ment, central 
staff, of the Kop- 
pers Company, 
| Pittsburgh. 

Mr. Foy has 
| been supervisor 
| of all Ford Motor 
Company adver- 

y T. He wil 
leave JWT on 
July 1 and take up his new ap- 
pointment Aug. 1. 


Canadien Boot 


T. R. Forbes has been. elected 
president of the Sales and Adver- 


Horace K. 
|Lingard, vice-president; Norman 
|C. Marshall, secretary, and C. F. 
Bowden, treasurer. 


"CHURCH PROPERTY 


ADMINISTRATION 


Felt & Tarrant 


Wins as Circles 


Stay Unsquared 


Cuicaco—Felt & Tarrant Mfg. 
Company and its agency, N. W. 
Ayer & Son, last week shared 
sighs of relief and renewed con- 
victions that you really can’t 
square a circle. 

Their interest was not academic. 
The company had run a full-page, 


| black-and-white teaser ad for its 


Comptometer in Fortune, News- 
week, Time and United States 
News & World Report last June, 
offering $1,000 to anyone who, 
using only a triangle and com- 
pass, could square a circle, double 
a cube and trisect an angle of a 
triangle pictured in the ad. The 
copy, written by Marcella Schmidt 
of Ayer, explained that the com- 
pany expected no takers inas- 
much as these thorny problems 


had not been solved “since an- 
tiquity.” 
Couldn’t Do It 
The company, therefore, was 


mildly perturbed when 150 letters 
arrived from mathematical whiz- 
kids and hobbyists throughout 
the country, offering solutions and 
claiming the $1,000. Brows were 
really furrowed when one letter 
writer, Carl H. Savit, 25, mathe- 
matics instructor at California In- 
stitute of Technology, brought his 
claim before Municipal Judge 
Arthur S. Guerin in Los Angeles. 
If Mr. Savit won his case, the 
company faced the danger of send- 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 
WTIC's 50,000 watts represented nationally by Weed & Co. 


Walter Johnson, Assistant Gen. Mgr.—Sis. Mgr. 


Advertising Procedure,” 


son, Charles L. Rumrill & Co., 


ROCHESTER WINNERS—James Christy (center), president, Rochester Indus- 
trial Advertisers, and members of his committee, look over a 
which won the $1,000 McGraw-Hill award, which was 
we~ at the NIAA convention in Baltimore. Left to right are Willis Jensen, 

. A. Smith Mfg. Co.; Edwin Grauel, Eastman Kodak; Mr. Christy; Herbert Han- 


copy of "Practical 


and Wallace Lockwood, Taylor Instrument Cos. 


ing $1,000 bills to every mathe- 
matician in the country, for no 
time limit was set on the offer. 

By last week, however, Judge 
Guerin had cleared the air by 
denying Mr. Savit his $1,000 be- 
cause he had not produced “a so- 
lution in court acceptable to ex- 
perts.” When Mr. Savit failed in 
an attempt to repeat in court his 
earlier solution, he blamed mois- 
ture in the air for changing the 
size of the circle. 

F&T, which had said that no 
contest was intended, might have 
fared worse had Mr. Savit’s solu- 
tion worked. For Judge Guerin, 
in handing down his decision, said 
that prize money offered in an ad 
cannot be withdrawn with the ex- 
planation that it was meant 
merely to “tease” the public. 
Completely convinced, one F&T 
spokesman said that the company 
will avoid mention of cash sums 
in its future teaser ads. 


Englehard Names Michel 


Charles Englehard, East New- 


ark, N. J., manufacturer of gas 


[analysis and temperature meas- 


urement equipment, has appointed 
Michel-Cather, New York, as its 
agency. 


‘Tenner-Anderson to 


Tenner-Anderson Company,}| 
Chicago, maker of Lancer foun-| 
tain pens and automatic pencils, | sociation 
Lynch 
| Springs Hotel, Bedford, Pa., June 


has appointed Jasper, 
Fishel, New York, to handle its 
advertising. 


Kielmann Calls 
Savings Groups’ 
Ads Misleading 


BRETTON Woops, N. H.—Many 
savings and loan associations are 
misleading the public by giving 
impressions in their advertising 
that they are banks of deposit in- 
stead of thrift institutions in 
which customers make _invest- 
ments through purchase of shares 
representing ownership, William 
A. Kielmann, retiring president of 
the New York State Bankers As- 
sociation, charged last week. 

He said that in many cases 
savings and loan ads do not show 
any distinction between them and 
hanks of deposit. He indicated 
that he believes there is a definite 
place for savings and loan asso- 
ciations and confined his objec- 
tions to the type of advertising 
used by them. 


Philco Names Otter V.P. 


John M. Otter, general — sales 
manager, has been elected vice- 
president and general sales man- 
|ager of Philco Corporation, Phila- 
| delphia. He joined the company 
in 1926. 


Outdoor Group to Meet 
The Outdoor Advertising As- 
of Pennsylvania will 


hold its convention at Bedford 
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Dial and Hope? 
Better Use This 
Agency Phone List 


New York—For the past year, 
the telephone company has been 
busy changing telephone numbers 
in Manhattan—and it didn’t ex- 
empt advertising agencies. 

Just for the record, AA lists 
herewith the current New York 
telephone numbers of the 56 agen- 
cies which billed $5,000,000 or 
more in 1947. 

Ayer, N. W., & Son.CIrcle 3-2000 
Batten, Barton, Durstine 

& Osborn ...ELdorado 5-5800 
Benton & Bowles........ 

MUrray Hill 8-1100 
Biow Company....PLaza 7-4100 
Bozell & Jacobs..CIrcle 6-2388 
Brisacher, Van Norden & 

MUrray Hill 2-5838 
Brooke, Smith, French & : 

Dorrance..MUrray Hill 6-1800 
Buchanan & Co. 

LOngacre 3-3380 
Burnett Company, Leo... 

Campbell-Ewald Company 

Circle 7-6383 


Caples Company 
cane MUrray Hill 7-3577 
Cecil & Presbrey..PLaza 5-8200 
Compton Advertising.... 
Dancer-Fitzgerald-Sample 
PLaza 5-4200 


D’Arcy Advertising ...... 
Doherty, Clifford & Shen- 
5-4252 
4-0700 
5-2685 


COlumbus 
Doremus & Co....WOrth 
Dorland, Inc...ELdorado 
Durstirfe, Inc., Roy S..... 
Erwin, Wasey & Co....... 
LExington 
Esty Company, William. . 
MUrray Hill 
Federal Advertising 
MUrray 
Foote, Cone & Belding.... 
PLaza 
Frank, Albert-Guenther 
COrtland 
Fuller & Smith & Ross.. 
Gardner Advertising 
Geyer, Newell & Ganger. 
PLaza 
BRyant 
Grey Advertising Agency. 
CHickering 
Hutchins Advertising 
Company..MUrray Hill 
Jones & Co., Duane....... 
PLaza 
Katz Company, Joseph... 
Kenyon & Eckhardt...... 
Kimball Company, Abbott 
Kudner Agency...ClIrcle 6-3200 
Lambert & Feasley....... 
COlumbus 5-372) 
Lefton Company, Al Paul 
VAnderbilt 
Lennen & Mitchell....... 
MUrray Hill 
McCann-BErickson ........ 
Mathes, Inc., 
Maxon, Ine. ...ELdorado 5 
Newell-Emmett 
Pedlar & Ryan....PLaza 
Peck Advertising Agency 
sew ht PLaza 3-0900 
Reeves Advertising, Knox 
4-3963 
Roche, Williams & Cleary 
Ruthrauff & Ryan....... 
MUrray Hill 6-6400 
Sherman & Marquette.... 
PLaza 7-6400 


6-1400 
2-8700 
5-1900 
Hill 8-4200 
5-6600 
7-5060 
6-5600 


5-2000 


5-5400 


Grant Advertising 
9-6100 


4-3900 
2-0716 
38-4848 
5-2740 


3-0700 


6-4340 
2-9170 
5-7000 


-7450 
-2930 
5-1500 


CIrcle 6-2626 


Thompson Company, J. 
Walter ...MUrray Hill 3-2000 
Warwick & Legler....... 


MUrray Hill 6-8585 
Weiss & Geller....PLaza 23-4070 


Wheelock Company, Ward 

Terre PLaza 3-7120 
Young & Rubicam........ 
MUrray Hill 9-5000 


lo Zimmer-Keller 

Fruehauf Trailer Company has 
imed Zimmer-Keller, Detroit, to 
indle its new weekly quarter- 
uur Sunday afternoon commen- 
éry featuring Harrison Wood. 
Lie program, titled “This Chang- 
tg World,” is heard over ABC 
tom 3-3:15 p.m., EDT. 


Borden Names New V.P. 
Raymond J. Neureuter has been 
pointed vice-president in charge 


sales of the Hasselbeck Cheese 
1 vision of the Borden Company, | 
iffalo. 


New Spanish Daily 
Planned for N. Y. 


The plant of the Brooklyn Citi- 
zen, which discontinued publica-| 
tion on Aug. 29, 1947, located at 
378 Adams St., Brooklyn, has 
been purchased by a new corpo- 
ration which plans to publish a 
Spanish-language morning news- 
paper, El Diario de Nueva York, 
in about six weeks. 

Dr. Porfirio Dominici is presi- 
dent of the new firm. Editor-in- 
chief will be Arturo Lares, former 


THE 


counselor and charge d'affaires of 
the Venezuelan Embassy in Wash- 
ington. The newspaper will be 
priced at five cents a copy and 
will appear six days a week with 
a Sunday edition planned later. 


Victor Appoints Lyne 
Following the resignation of 
E. Gout as vice-president in 
charge of sales for Victor Electric 
Products, Cincinnati, J. L. Lyne 
has been appointed general sales 
manager of the company. He was 
formerly sales manager of Fire- 
stone Tire & Rubber Company. 


WESTERN 
FARM LIFE 
reaches the Nation's — 
NO. 1 MUTTON & WOOL 
PRODUCING MARKET 


with 6,455,000. 


by 


lation; first 
Reader Service. 


Served by 
THE WESTERN FARM 
“ LIFE—Circulation 131,592 
(Dec. 15, 1947). Total Farms 


in “The Sure-Crop Area” 


The Western Farm l 


DENVER, COLORADO 
National Representative: THE KATZ AGENCY, Inc. 
Chicago © Detroit © Atlanta © Da 

San Francisco ¢ Los pas 


The “Sure-Crop Area” is first by over 2,100,000 
head in the production of sheep and lambs. 
On farms, Jan. 1, 1948, there were 9,779,000 
sheep and lambs in The “Sure-Crop Area.” 
Texas was second with 7,632,000 head, and 
the West North Central states ranked third 


This important livestock market is served 
THE WESTERN FARM LIFE, one of the 
Nation's leading Farm and Livestock publica- 
tions. In the 8 Mountain States: first in Circu- 
in Advertising Linage; first in 


fe 


Boston 
the Boston fost 


No matter how you figure it, The Boston Post is your 
\ BASIC BUY. Among all standard-size Boston morning 

j newspapers, The Boston Post has far more circulation in 

@ CORPORATE BOSTON @ 15-MILE AREA 

@ 10c FARE ZONE @ 30-MILE AREA 


And in the 27 counties where 94% of all standard-size Boston newspapers 
are sold, The Post leads in 25 of them. (A. 8. C. 12 Mos. 3-31-47), 


% 


Ghe Boston 


for further information and complete proof, consult the KELLY-SMITH COMPANY, national representatives, 
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“AVENUE” 
FOR 
ADVERTISING 

See or Call ELINOR KENT 

For Desirable Openings Now! 
EXPERIENCED 
EDITORS (Trade Papers) 

ILLUSTRATORS 
LAYOUT-MEN 
COPYWRITERS 
$3,200-$12,000 

AVENUE EMPLOYMENT COUNSELLORS 


(Talent Scouts For the Advertising 


Profession) 
PITTSFIELD BUILDING SUITE 1135 |) 


55 E. Washington St., Chicago 2, Iflinois |) 
Telephones: ANDover | to 1497 


TOP MAN 


OR JUST 
WISHING ? 


Walter Lowen can help you discover 
your true value in today’s market. | 


WALTER LOWEN 


PLACEMENT AGENCY 
420 Lexincton Ave. New York 17) 
Headquarters for Advertising & Marketing Personnel | 


CREATIVE 
CHAMELEON 


Chicago woman writer looking for a 
man-sized agency job. Imaginative 
as a top-flight Chicago agency; ver- 
satile as a Lincoln Park Zoo chame- 
leon; speedy as |. C. Railroad. Writes 
copy sparkling as a Peacock Jewelry 
Store diamond, down-to-earth as the 
Stock Yards (without the stench). 
She's writing about Cosmetics, Fash- 
ion Accessories, Men's Wear and 

miscellaneous, but can write about || 
anything. While she likes beer and | 
pretzels, prefers caviar and cham- 
pagne salary. Welcomes free lance, || 
too! 


Box 7102, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


| 
} 
| 


Advertising and Sales Promotion Man- 
ager wanted by concern in business 
more than a quarter of a century, 
enjoying top Dun & Bradstreet rating 
—namely AA al. Top manufacturing 
facilities with diversified lines. Would 
like to hear from aggressive young 
man who wishes to improve his status 
or might consider older man. All of 
our personnel know about this ad and 
your letter will be treated confi- 
dentially. 


Box 7103, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


COPY CHIEF AVAILABLE 


Ten years of copy, contact experience with 
agencies. Seasoned judgment; proved executive 
ability. Sharp, creative, hard-selling writer. 
f-llow-through man Background represents a 
diversity of problems, a gamut of original 
solutions College Graduate. Family man 
intends to resiga present agency position 
Chicago only. 
Box 7104. ADVERTISING AGE 

100 E. Ohio Street, Chicago I!, Illinois 


| for man who qualifies. 


| field, 


|}established highly successful 


' cational 


A 


RATES: We per line, minionus charge $3. 
maximum two 


two lines. 


( 
numbers add 
date. 


lar card 


HELP WANTED 


Cas’ 


lines) 25 letters and spaces per 

Copy deadline Thursday 
advertisements take 

ounts 6n multiple insertions and spac 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 N. Wabash, Fra. 0115, Chicago 


Wanted—wWriters of Fiction, Imagi- 


nary and Fantastic stories to produce 


short stories of 200 words or less. 
Address World's Company, P.O. Box 
573, Columbus, Ohio. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 


| GEORGE WILLIAMS CO.—Personnel 


209 State St., Har. 2063, Chicago 


Ass’t Salesmanager, who knows how 


to sell advertising and publicity 
program. Must be willing to travel, 
also hire and train salesmen for a 


Opportunity 
Replies con- 


national organization. 
fidential. 
Box 9603, ADVERTISING AGE 
100 E. Ohio Chicago 11, Ill. 


SHAY AGENCIES 

Serves Both Employer & Employee 

Covers Complete Advertising Field 
Courteous-Confidential Service 

20 W. Washingten, Chicago 2, Ul. 


AGENCY MANAGER, Sou 


Large South- 
ern agency wants experienced man- 
ager to handle existing accounts, 
develop new business. Must be en- 
ergetic, g00d business man and 
know agency procedure. Give ex- 
perience, salary, first letter. 
Box 9637, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


EDITOR WANTED... 
Immediate opportunity open for an 
experienced ,technical “editor, ac- 
quainted with the metal-working 
capable of writing articles 
dealing with machining processes 
and manufacturing methods. Prefer 
man with extended shop experience, 
particularly in connection with mod- 
ern tooling practice. Unusual oppor- 
tunity. Midwest location. 

Box 9649, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER for 
semi- 
technical trade publication featuring 
supplies and equipment in a field 
serving women’s interests. Published 
Chicago. Man we need must have ex- 
perience, initiative, resource and 
clean record, be able to inspire sales 
force and produce results. Substan- 
tial salary and excellent prospects. 
Box 9644, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CORRESPONDENT 
Splendid opening shortly to be 
available in New York Office of well 
known Publisher for man with suc- 
cessful field and mail collection or 
newspaper circulation experience. 


| Must be good correspondent, prefer- 


ably with some accounting train- 
ing. Salary well above average. For 
interview, please submit in con- 
fidence, detailed resume, giving edu- 
background and positions 
eld. 


Box 9648, ADVERTISING AGE 


'330 W. 42nd St., New York 18, N. Y. 


BRANCH OFFICE MANAGERS 
Exceptional opportunity for (2) men 
with successful direct selling and 
collection experience to handle out- 
of-town Branch Offices for National 
Distributor. Must have personality, 
be sales-minded, possess sound judg- 
ment and capable of supervising 
office staff. Training course given 
to men qualifying plus guarantee of 
$100 per week. Future income de- 
pending on the individual’s organiz- 
ing ability. We are only interested 
in men capable of earning $10,000 
to $12,000 annually, which many of 
our Managers are currently making. 
Write in confidence for interview, 
giving educational, business back- 
ground and family status. 

Box 9647, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. | 


Editorial assistant 


and make-up 
man wanted by established trade 
paper. College education preferred. 
Loop location. Good Opportunity. | 
Agreeable working conditions. Give | 
qualifications and salary. | 

Box 9651, ADVERTISING AGE | 

100 E. Ohio St., Chicago 11, Ill. 


SALESMAN. Leading national busi- 
ness paper needs advertising sales- 
man. Outstanding opportunity. State 
experience, background and salary 
desired. 

Box 9643, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 

Graduate, Missouri U. School of. 
Journalism, Adv. major—feature | 
writing background (3 recent arti- | 
cles in nat’l mags.), Married, 24; 
wants job in publicity—promotion 
beginning Aug. Write R. E. Dahl, 209 
Defoe Hall, Columbia, Mo. 


ey] GAIN AND LOSS PERCENTAGES —52 CITIES 6 
MONTH 
APRIL 1948 - 1947 Loss GAIN 
CLASSIFICATION 10 20 30 60 
RETAIL 20.9 
GENERAL 8.4 
AUTOMOTIVE 8.9 
FINANCIAL 4.3 
TOTAL DISPLAY 17.5 
CLASSIFIED 15.8 
TOTAL ADVERTISING 17.1 
DEPARTMENT STORES | 18.7 
ACCUMULA TIVE 
JAN, 1-APR. 30, 1948-1947 | LOSS GAIN 
CLASSIFICATION worl 0 10 40 — 60 
18.2 
7.2 
AUTOMOMIVE 26.1 
FINANCIAL 10.0 
TOTAL DISPLAY 16.1 
CLASSIFIED 13.1 
TOTAL ADVERTISING | 15.3 
DEPARTMENT STORES | 17,5 ' 


NO PRIMA DONNA but a good re- 
liable alert-minded and able-handed 
copywriter with 10 yrs. Chicago 
exp. mail order, manuf., direct mail; 
soft and hard lines. Know prod., 
lettering. Free to move. 

Box 9641, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


RESEARCH: familar with govern- 
mental & other Washington sources 
of information; 28, married, graduate 
work in economics, now employed 
by U. 8S. Government. 

Box 9640, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Need Layouts? Publin. or Direct Mail. 
Fast, exp. free lance lyt. man has 
some open time. Chgo. area. 

Box 9645, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill 
Is THERE A SPOT 


Where creative talent takes priority 
over hum-drum “experience?” Re- 
tired army officer, age 33, now able 
to handle full work schedule. Past 
two years free-lance writing, acting, 
direction. Stage, screen, radio. As- 
set to organization groping for tele- 
vision angles. Graduate Army Com- 
mand & General Staff School. 

Box 9646, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Here's A Man With A Reai Record 
Originator and owner-publisher of 
successful trade publication. Maga- 
zine being sold thig week. Formerly 
in ad dept. of Chicago newspaper. 
Age 30. College grad. Considered to 
be unusually capable and creative. 
Knows media, layout, copy, printing, 
promotion, sales. Good clear thinker, 
ad analyst, organizer, speaker. Seeks 
connection with industrial firm as 
adv. mer. or asst.—or take full 
responsibility for trade publication. 
Box 9650, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Northwestern Univ. 


ADVERTISING 


ALL IN THE BLACK—Media Records’ measurement of newspaper linage in 52 

cities for April shows the retail classification in the lead, with a 20.9% gain over 

April, 1947. Total advertising was 17.1% ahead of last year. 

April 30 period, automotive made the greatest gain—26%, compared with the 
four-month period last year. 


in the Jan. |- 


Admen Enamored 
of Ad Technique, 


New YorkK—‘“The great fault of 
our business is that we become, | 
eventually, too professional in our) 
approach—too enamored of our 
own skill,” Walter Weir, president 
of his own agency, told the As-| 
sociation of Advertising Men. 
The tendency is “to lose sight 
of our principal objective, which 
is to transmit a convincing sales 
message to a person whose ulti- 
mate decision will be based on 
what we have to say rather than 
on the manner in which we say 
gg 

The AAM is a group of younger | 
admen, who meet in the New York 


genuine opportunity to learn and 
advance in adv., with (1) Adv. Dept. 
large national advertiser; 
publishing company, ultimately 
leading to sales position; or (3) 
agency, handling national accounts. 


No business experience. Age 
Single. Good personality 
pearance. 

Box 9654, ADVERTISING AGE 


__100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
EXTRA EARNINGS 
FOR CAR-CARD MEN! 
Every account using transportation 
advertising will 
item that helps merchandise a car- 
ecard campaign. Will help you sell 


peat business. Write for free sam- 
ple and details. Cardisplay Company, 
1004. Marquette Ave., Minneapolis 2, 
Minn. 


Advertising, Sales Literature, copy 


layouts, ideas for Publications and 
Direct Mail, expertly prepared at 
low cost. 


Robert Peterson, Phone Central 6750 


442 Civie Opera Bldg., Chicago 6 


| GM Drops Rebate 


on Fleet Purchases 


General Motors Corporation, De- 
troit, has dropped its special 3% 
rebate on sales of cars and trucks 
to purchasers of large fleets. The 
price reductions applied to cars 
made by the five passenger car 
divisions and to Chevrolet trucks, 
but not to trucks built by the 
GMC truck and coach division. 


Park Resigns as V.P. 


Maurice A. Park has resigned 
as vice-president and director of 
the Marvellum Company, Holyoke, 
Mass., papermaker, effective July 
3. Richard S. Fay, Park’s assist- 
ant since 1936, becomes manager 
of the cover and specialty boards 
department, a post formerly held 
by Park. 


Industrial Admen Elect 


Members of Central New York 
Industrial Advertisers have elected 
Willis T. Jensen as _ president: 
Frederick W. Haupt, vice-presi- 
dent, and Albert Scrivener, secre- 
tary-treasurer. 


Canadian Names Two 


/ Donald S. McLauchlin, former 
Vancouver advertising counsel, 
has 


vision of Canadian Industries, 
Montreal. Edward Albert Phil- 
lips, formerly account executive 
of Spitzer & Mills, Toronto, has 
been named advertising supervisor 
of Canadian’s agricultural chem- 
icals division. 


Red & White Ads Grow 


Red & White Corporation, Chi- 
cago, has announced results of a 
survey showing that average sales 
volume in each of its stores made 
an annual increase of 20.6% to 
$134.900 in 1947. Advertising ex- 
penditures also increased ‘“con- 
siderably,” the company said. 


Gets Bakery Account 


Powers Bakery, Des Moines, has 
placed its advertising with -Me- 
neough, Martin & Seymour, Des 
Moines. Radio and direct mail are 
being used to promote Powers 
frozen pies and frozen biscuits. 


(2) good | 


and ap-|The fad for attracting 
‘large numbers of indiscriminate | 


buy this exclusive | 


more car-card space and insure re- 


been appointed advertising 
supervisor of the Cellophane di-| 


grad. Commerce course, majoring in ici 
adv. seeks Chicago connection, with (ere ge Club. They got a 


typical Weir speech. Sample} 
quotes: 
“We are at the tattered end of | 


the readership—or ‘housewife do-| Columbia Steel 
22.|ing a handspring’—trend in copy.| Francisco, will give the keynote 


simply 


‘readers will, I believe, pass in 


_|favor of the more realistic ap-| 


| proach of attracting a smaller but 
|selected audience of 


/mail order advertising.” 


crafts, when one becomes dextrous | 
he inclines to needless embellish- 
ment. I think the roccoco furni- 
|ture of the past century reflected | 
|very largely the delight that man 
'found in his use of the mechan- 
/ical lathe. When we follow trends 
in copy, we are likely to pay more 
attention to the trend than we are 
to the eopy.” 


Writing Just a Start 


'to know how to write. You can 
begin with this, but you’ve got to 
add quickly a knowledge of hu- 
man nature, of what makes busi- 
ness tick, of markets, of merchan- 
dising and promotion—you’ve got 
to strive to make yourself a com- 
plete advertising man.” 

He said of media that admen 
must learn to weigh them, and 
must learn to evaluate their cir- 
culations and “the particular at- 
titudes that each of these maga- 
zines engenders in its readers.” 

He said admen should consider 
editorial content, much of which 
“I deprecate, that is being used to 
assemble vast but indiscriminate 
audiences today. The story of 
Gwyned Filling, the career girl, 
in Life left me with an acute feel- 
ing of nausea. I need hardly 


_refer to the current flood of tripe. 


Weir Warns 


| package design, 
“It is significant that, in most} 


over the air, which masquerades 
as ‘smart’ radio. Such content 
weakens our media not only as a 
means of communications but as 
important cogs in our moral, 
political and economic machinery. 
I firmly believe that our various 
media should make themselves as 
easy to take and as bright and 
interesting as possible; I see no 
reason why in doing this they 
should stoop to triviality. As an 
advertising man I feel it cheapens 
the investment that my clients 
make in such space and time.” 
“It has been my experience that 
you have to be in this business at 
least five years before you make 
enough mistakes to recognize one 
when you’re about to make it. 
Over and above that, I suspect 
only the willingness to apply 
yourself assiduously and the ca- 
pacity to learn stand in the way 
of your eventually developing the 
complete advertising instinct.” 


Packaging Conference 
Set for Aug. 10-13 


J. Lester Perry, president of 
Company, San 


address on “Is the West Holding 
Its Industrial Gains,” at the first 
western conference of packaging, 
packing and shipping, to be held 
concurrently with the first West- 


Packaging Exposition in San 
immediate | Francisco, Aug. 10-13. 
customers—as is always done in| 


Conference speakers will cove: 
sales features, 
new materials, pre - packaging, 
transportation and other costs, 
packaging specifications, and ma- 


| terials handling techniques. 


Olds Dealers Back TV 


Philadelphia dealers of Oldsmo- 
bile division of General Motor 
Corporation, Lansing, Mich., wi 
sponsor two 15-minute televisio 
programs daily on Station WFIL 


|TV, Philadelphia, during the Re 
|publican and Democratic conven 
| tions. 
“It’s not enough, if you want) 
‘to succeed in copywriting, simply | 


Programs will  originat 
from studios and Convention Hal 
featuring news, analysis and in 
terviews. D. P. Brother & C« 
Detroit, handles the account. 


Wyman Transferred 


James T. Wyman, formerly wit 
the retail section of the Minneapo 
lis Star & Tribune advertising de 
partment, has been appointed t 
handle the food classification i 
the national advertising depart 
ment, replacing Wayne Krogfus 
who has joined the sales staff « 
Station KSTP. 


Weiss, Row Open Agenc\ 
Russell O. Weiss, general man 


ager of the New England Furni 
ture Corporation, Pittsfield, Mass 


'and Sidney A. Row have forme: 


the New England Advertising ‘ 
Sales Company, with offices i 
Pittsfield and Springfield, Mas 
New England Furniture is its fir: 
account. 
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Readership of 
ATF’s Employe 
Report Hits 92% 


ELIzaBeTH, N. J.—Readership of 
American Type Founders’ annual 
report for employes jumped from | 
35% in 1945 to 65% in °46, and 
then to 92% 
of any industry checked by Opin- 
ion Research Corporation, Prince- 
ton. 

At the same time, the simplified 
cartoon technique has changed the 
skeptical attitude toward the re- 
port on the part of many em- 
ployes. Whereas 23% of the read- 
ers said that the report did not 
present a true picture in 1946, 
only 5% were in the “doubters” 
column this year. 

Any accountant who examined | 
the report would look in vain for) 
the normal statistical data. Ex-)| 
plains Thomas Roy Jones, presi- 
dent of ATF, Inc.: “The 1948 em- 
ployes’ report is the culmination 
of my desire of many years to see 
a statement that is entirely devoid 
of accountants’ idiom, but which 
in its simplification is still com-| 
plete. . 

“Such completeness, however, is 
of little value,” Mr. Jones de- 
clares, “unless a report is so in- 
teresting that all, or nearly all, 
employes read it.” 


With Recorded Message 


To entice them to read it, the 
company enclosed a phonograph 
record inside the booklet with a 
message from Mr. Jones to his 
employes. Before using the rec-| 
ord technique, however, officials | 
assured themselves, by means of. 
a survey, that 82% of the em- 
ployes had a phonograph or had 
access to one. 

The booklet shows, in graphic 
form, the operations of all sub- 
sidiaries including American Type 
Founders, Inc., Elizabeth, N. J. 
and Mt. Vernon, N. Y.; Daystrom | 
Corporation, Olean and Friend- 
ship, N. Y.; Daystrom Laminates, 
Inc., Daystrom, N. C.; and Fred- 
erick Hart & Co., Poughkeepsie, 

The center fold of the report 
contains a pop-up with cartoon 
characters depicting the neighbor- 
relationship between em- 
ploye, stockholder and customer. 

The remainder of the report 
traces the “adventures of the ATF 
dollar,” with sketches showing 
raw material costs, operating ex- 
penses, taxes, “wear and tear,” 
employes’ salaries, officers’ salaries 
and stockholders’ dividends. 


NIAA Group Elects 


H. L. Poulton, advertising man- 
ager of the Columbia chemicals 
division of Pittsburgh Plate Glass 
Company, has been elected presi- 
dent of the Pittsburgh Industrial 
Advertising Council, Pittsburgh 
chapter of the National Industrial 
Advertisers Association. Others 
elected are: R. C. Myers, man- 
eager of the market development 
civision of Carnegie-Illinois Steel 
Corporation, vice-president; A. R. | 
Yeifeld, secretary, and Anson’ 
MacLaren, treasurer. 


‘Press’ Marks 50th 


The Newspaper World, London, 
ngland, marked its 50th anni- 
versary with publication of a spe- 
‘ial 60-page issue titled “The 
l’ress, 1898-1948,” containing the 
ory of the British press during 
‘lose years and of The Newspaper 


| 


‘Yorld, British newspaperdom’s 
trade publication. Articles by 
lrading mewspaper people de- 


scribe the work, problems and 
éccomplishments of various groups 
11 the field. 


l eit to Stardust 


Hal N. Feit, formerly assistant 
roduction manager of the Black- 
‘one Advertising Company, New | 

ork, has been appointed adver-| 
‘sing manager of Stardust, Inc., | 


lew York, fashionwear. 


in 1947, the highest | P 


Cowles Transfers 
Hoffman; Ups Dillon 

Phil Hoffman, formerly man- 
ager of Station KRNT, Des 
Moines, has been appointed man- 
ager of Station WOL, Washington, 
D. C. The two stations are owned 
by the Cowles Broadcasting Com- 
pany. Mr. Hoffman will continue 
as a vice-president of the com- 


any. 

Bob Dillon, commercial man- 
ager of KRNT, has been named 
to succeed Mr. Hoffman as man- 


| ager. 


Kohnstamm Named V.P. 


Frank R. Kohnstamm has been 
named vice-president of Jack & 
Heintz Precision Industries, Inc., 
Cleveland. He joined the com- 
pany last year as general sales 
manager. 


Associations Fret 
About Promotion, 
Not Conventions 


New York—Associations, those 
things that hold conventions, 
aren’t perplexed about how to 
handle them. Associations are 
most concerned about “means of 
promoting themselves.” 

Adding members, and keeping 
old members happy, are second 
and third on their “worry list.” 

That is what Timely Associates 
has discovered in a new survey. 
The agency also reports that 87% 
of the associations handle their 
own promotion, 3% use an outside 
organization for this and 10% 
share the work. 


Major media aren’t major for 
associations. Only 6.4% use maga- 
zines or newspapers and only 4.1% 
use radio. Most (57.3%) use house 


organs and direct mail, and half | 


hand out publicity releases. 


Townsend to Markley 

J. H. Townsend, formerly sales 
manager of Silex Company, has 
been named sales manager of 


39 


Markley Corporation, Plainville, 
Conn., maker of the Actometer 
meter type counting device. 


Names Shaw-Shon 


Warren-New York, Inc., Long 
Island City, manufacturer of 
Patrol exposure meter, has 


placed its advertising with Shaw- 


Shon, Inc., New York. Magazines, 
trade publications and newspapers 
will be used. 


KFYR 


550 KC 


BISMARCK 


5000 WATTS 
AFFILIATE 
NO. DAKOTA 


It’s good business to buy KFYR, 


where the most recent survey” 
of local listening shows 
65.6% of sets 

are tuned to KFYR (Bismarck, North Dakota). 
That ain't marbles. 


And neither is this: no quarter hour 
Only four get ratings below 11. 


nighttime average of 
24.9! 


THESE SURVEY FACTS. 


* ASK ANY JOHN BLAIR MAN TO SHOW YOU 


Business is business and marbles is marbles! 


where morning, noon and night you cover the largest area 


of any radio station in the U.S.A. -- and 


on KFYR gets less than an 8.8 rating. 


Lots of them get well over 20, with a fat 


You can’t help selling profitably with KFYR’s skinny 
rates, muscular ratings and robust coverage, com- 
bined with the sixth record breaking farm crop in 
a row coming up out here. 
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40 
Issues Vending Yearbook Boost Electronics Show 


The National Automatic Mer- In a campaign to publicize the 
annual Pacific Electronics Ex- 
hibit to be held at the Biltmore 
Hotel, Los Angeles, Sept. 30-Oct. 
2, West Coast radio dealers are 
being supplied with display count- 
er signs, automobile stickers, ad- 
mission tickets, floor plans, pro- 
gram brochures and other ma- 
terial describing the show. Don 
Larson, advertising manager of 


chandising Association has just 
published its first annual year- 
book and buyers’ guide, “Auto- 
matic Merchandiser.” The 180- 
page book, which NAMA claims is 
the first of its kind ever printed, 
includes directories of leading 
vending machine manufacturers 
and suppliers, vending and serv- 
ice equipment and leading sources 


British Press 
Prints 77 Colors 
at 1,200 an Hour 


New YorK—A new British press 
capable of printing up to 77 colors 


in a single operation at the rate | 


of 1,200 an hour was announced 


You Ought fo Know . 


May O. Vander Py/ 


= 


|here last week by James C. San- 


In front of a remodeled mansion | overlooked, or thought too diffic: |: 


| the Hoffman Radio Corporation, is 
chairman of the publicity com- 
| mittee. 


of supply. 


To Rothman & Gibbons 


Heidelberg Sports Enterprises, | 
Inc., nee bt an automobile Sheehan to Buchanan 
track and sports arena in Heidel-| John R. Sheehan has been ap- 
berg, Pa., has appointed Rothman | pointed director of radio and tele- 
& Gibbons, Pittsburgh, to handle) vision of Buchanan & Co., New 
its advertising. /York. Until recently he headed 


| Department’s 
sion. 


Name Clark-Wandless 


“Tomcat” Selling 


“You have to make 
calls to get results!” 


based on that hoax? . 
folder. dellin, Colombia, have appointed 


| Clark-Wandless Company, New 


Bex 7090, Advertising A /York, as their exclusive United 


100 E. Ohio St., Chicago tI, til. 


|derson, a director of McCorquo- 
dale & Co. 

Mr. Sanderson, here to set up 
a company to license use of the 
/process under U. S. patents, said 
the first machines to be shipped 
to this country have been leased 
|to E. I. duPont de Nemours & Co. 
land Pittsburgh Plate Glass Com- 


|the New York office of the State | pany. 
broadcasting divi-| 


The new press is basically a 
| flatbed letterpress, with a section- 
alized pressure tank from which 
colored inks or actual paints may 
be fed. The number of tubes em- 
| ployed is determined by the num- 
‘ber of colors, and the tube out- 
lets may be adjusted to cut out 


at 2930 Jefferson East, in Detroit, | to work. 


hangs a sign in the form of a 
huge envelope. The “corner card” 
reads: “Gold Cup Prospect Lists.” 
|The canceled 


stamp says “Di- 
rect Mail.” The 
address reads: 


| “Advertising Let- 
| ter Service.” 

Inside the 
|mansion, ina 
|pleasant room 
| whose parquetry 
‘floor, oriental 
| throw rugs, 
| grandfather clock 
'and _ secretary 


May O. Vander Pyl 


provide a Victorian atmosphere, | 


States representative. 


YOU MIGHT RUN THE 220 YD: 


TYPED COPY SET 


HURDLES IN 22.5 


DONT 


SECONDS*— 


only a minimum of excess ink. 
It is expected that the machine). 


will be useful in publication and | "8 mite of a woman who is at 
direct mail printing. once Victorian and as modern as 


|tomorrow. Her name is May O. 

| Panes Pyl, and she is probably 
known as well (and as favorably) 

ON STRETCHABLE TAPE as any individual in the mail ad- 
NEWARK, N. J.—A new device vertising business. 

that permits the typing of copy, May is one of the more amazing 


with even right-hand margins on of that amazing group of women 


HURDLE THE WALL 


AROUND WESTERN MICHIGAN 


WITH RADIO! 


As far as outside radio is concerned, the “wall of fading” that 
surrounds Western Michigan is almost insurmountable and im- | 


| 
| 
| 


| 


penetrable—so much so, in fact, that hardly anyone in the area 


even tries to listen to an outside station! 


If you want to reach the buying public of this important seg- 


ment of the State (as who doesn’t!) the stations within the wall 
are your best bet. Of these, certainly WKZO, Kalamazoo, and 


WJEF, Grand Rapids, have by far the best combined listener- 
ship, as well as an exceedingly attractive combination rate! 


margin alignment as required by | Neptune, O., 


‘lines faster. 


/market a device called the Print- | Mechanical 


a standard electric typewriter; who have built substantial and 
through use of tape that stretches|yery successful businesses under 
was announced last week by Jo-|their own steam. Moreover, she 
seph Spielvogel, president of Jo-| became a potent factor in her field, 
seph S. Vogel & Co., agency here.| quring the period when she was 
Mr. Spielvogel said that his in-| raising a small son and daughter, 
vention eliminates the need of @|) who have by now married and 
second typing operation and spe- | launched their own families. 
cial skill to obtain right-hand); May Vander Pyl was born in 
the daughter of a 
present methods of setting news- truck farmer, and her first sales 
paper copy on typewriters. This| experience was in selling produce. 
would allow production with half | She went to Ohio Northern Uni- 
the number of typists and type-| versity, taught school for a while, 
writers now needed, and enable/| then came to Detroit to enter busi- 
last-minute copy to make dead-/ness school. Married, she moved 
The copy, Mr. Spiel-| to Washington, where she worked 
vogel said, can be reproduced by|for several congressmen, editing 
photo-engraving, photo -offset,| speeches and providing “editorial” 
gravure, facsimile radio and sim-| assistance. 
ilar processes. A few years later she was back 
Patents describe the device as a jn Detroit, with two small chil- 
reel of paper tape that stretches| dren and the necessity for feeding 
like crepe paper. When a line is|and housing them. A typewriter 
filled, the tape it is typed on is|and her kitchen table provided 
stretched to the right length auto- | jnitial office and equipment. Later 


_matically and adheres to a roll of| came a mimeograph and a multi- 


copy paper while the next line is|graph, and a full-fledged direct 
begun. When an error is made an| mail business which has grown 
unfinished line can be torn off! into an organization of almost 100 
and typed over. |people, a building of its own 

A company is being formed to (“Every nickel of it was paid for 
manufacture the device. |'before we moved in,” says May), 


and a place in the direct mail in- 
OFFERS PRINTER’S dustry which few women have 
BEVEL FOR ANGLES 


| achieved. 
New York—Zimmer Printers) The “big idea” that turned May 
Supply Company will shortly Vander Pyl from just another 


service organization 
er’s Bevel, a triangular instrument into something unusual was list 
to aid printers in angular compo- building. Providing lists for com- 


sition and makeup. 
The bevel is set to conform to Subscribers and buyers is no new 


the exact angles of the layout, the, Dusiness, and May didn’t invent 


‘angles are then transferred to the it. There were list brokers before 


saw bed, and the cutting of blocks May ever heard of the direct mail 


for angular composition is then business, and there are larger list 
‘quick and accurate. The company | >rokers now. But May seems to 


one can occasionally find a charm- | 


Services 
|served six terms as a director of 
| the latter. She is in the forefront 
'of legislative and legal battles of 
|the industry; she has an abidins 
faith and confidence in the valu 
|of direct mail, and a wealth of 
/experience and knowledge in th 
| field. 

panies who depend on mail order | 
| wonderful—and 
|same way about her. And nothi 
has pleased her more than tl! 
'son Bob decided, a couple of yea’: 


May discovered, for examp e 
| that you didn’t have to be listed 
Poor’s “Directory of Directors” to 
be a good prospect for a vacati 
| cruise, or a high grade retail sto 
or a Time subscription, or a re.- 
sonably costly household gadg« 
So she began mining the “secon:- 
ary veins”—the veins of substan- 


s|tial citizenry who buy a lot 


things but don’t classify as ty- 
coons. And pretty soon she was a 
recognized source for lists fo 
steamship companies, national! 
magazines, specialty shops, and a 
good many other mailers. 

She’s been at the list-digging 
ever since. That’s one reason why 
she sits in the Victorian office in 
Detroit only about a third of the 
time; the other two-thirds she’s 
“vacationing” to the West Coast, 
or to South America, or gallivant- 
ing about the country. And every 
time she does, she somehow man- 
ages to pick up another list or two, 
or make a sale or two. For ex- 
ample, a year ago this summer, 
;}your correspondent attended the 
Advertising Association of the 
West conference in Sun Valley, 
Ida., where May stopped off to 
make a speech (she was the only 
woman on the program), at the 
‘start of what she described as a 
|five-week vacation trip to the 
West Coast. The second day at 
Sun Valley, where to the casual! 
‘eye she had indulged in no more 
ardent work than riding up the 
ski lift, she somewhat shame- 
| facedly admitted she had already 
|paid expenses for her whole trip! 

In the direct mail field, May is 
acknowledged as an expert, and 
|as one who can be depended upon 
ito pull a mighty oar—out of al 
| proportion to her size—in any ac 
|tivity which will help the busi 
/ness. Her list of extra-curricula: 
|jobs is as long as the report of ; 
government commission: She ha: 
been secretary of the Advertisin 
Federation of America three times 
jshe is a past president of th 
Women’s Advertising Club of De 
|troit; she has for years been ac 
itive in a variety of ways in th 
|Direct Mail Advertising Associa 
|}tion and the Mail Advertisin: 
Association, and _ ha: 


She thinks her children a 
they feel t 


ago, that he wanted to be a direc 


Mondays through Fridays, from 12:00 Noon to 6:00 p.m., for 
36.5 above its 
best competition. WJEF shows 26.7—4.5 above its best com- 


instance, WKZO shows a 55.2 Share of Audience 


petition. The combination is invincible, and at bargain rates. 


(Hooper Report of Jan.-Feb., 1948.) 


The new Hooper is yours for the asking. Avery-Knodel, Inc., 
can supply you—or just write us direct. 


*Harrison Dillard ran a 220 yd. hurdle race at Delaware, Ohio, June 8, 1946, in 
22.5 seconds. 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., Exclusive National Representatives 


says the bevel may also be used as 
a square for checking plate posi- 
tion, and tacking plates at the cor- 
rect angle. 


Two Appoint Klein 


Philip Klein Advertising| 


Agency, Philadelphia, has been 
appointed to handle the advertis- 
ing of Da-Zee, Inc., manufacturer 
of 54-gauge nylon hosiery, and 
Alexander Young Distilling Com- 
pany, Philadelphia, producer of 
Y.P.M. blended whisky. 


Appoints Korte A. M. 


Robert Korte, formerly account 


executive of Brooks-Keefe Adver- 


tising Agency, Tulsa, has been 


named advertising manager of the | 


“Independent Monthly,” published 
by the Independent Petroleum As- 
sociation of America, Tulsa. 


have discovered first that a sub-| ™ail man too. He’s vice-preside 
stantial and profitable grade ‘of of Advertising Letter Service no. 


‘ore might be mined out of the and carrying a heavier and heaviel 
/veins which the big list brokers’ share of the load. 


‘Edwards Quits KHON __| Four Appoint Orr 

Webley Edwards has resigned The Philadelphia office of 
as station manager of KHON, the| Wallace Orr, Inc., has been 4 
‘Honolulu station of the Aloha| Pointed to handle the advertis! 
| Broadcasting Company chain. He 

| will devote full time to “Hawaii Cite: Standard 
| Calls,” the Mutual program which y> 


| i d Mel- 
he originated before the war. 


Two Appoint Ad Fried 


Ad Fried Advertising Agen: y 
Oakland, Cal., has been appoint 
to handle the advertising of C: 
cade Products, San Leandro, C 
automotive lubricants, and Ch: 
& Capra Pipe Factory, Berke! Y 
imported briar pipes. 


Greenwood Named 


| Warren Greenwood, formerly | 
|program director of Station 
WMOJU, Berlin, N. H., has been 
appointed program director of 
Stations WHAV and WHAV-FM, 
Haverhill, Mass. 
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Stuart Becomes 
E&P’ Publisher: 
Brown Resigns 


New Yorx—Charles T. Stuart, 
ormerly general manager and ad- 
vertising director, has been ap- 
yointed publisher of Editor & 
Publisher. He succeeds to some 
ff the duties of James Wright 


Brown Jr., who has resigned as/| 
James | 
Wright Brown Sr. has resumed | 


oresident and publisher. 


the presidency of Editor & Pub-| 
isher Company. 

Mr. Brown Jr. has been with)! 
E&P since 1925, in circulation, ad-| 
vertising and then in over-all 
business capacities. His brother 
Robert continues as vice-president 
and editor. Seth Hubbard, trus- 
ee for the estate of the late Mar- 
len E. Pew, has been elected a di- 
rector of the company. 

Leach Laney, on the advertis- 
ing staff since 1941, was named 
advertising manager. 

In addition to becoming pub- 
lisher, Mr. Stuart was elected sec- 
retary-treasurer of the corpora- 
tion. He joined E&P in 1931, be- 
came advertising director in 1934. 
and general manager in 1941. 


Names O'Rourke Agency 


Rucker-Fuller Company, San 
Francisco, manufacturer and re- | 
tailer of office furnishings and) 
equipment, has appointed John | 
O’Rourke & Associates, San Fran- 
cisco, to handle its advertising and 
public relations. Newspapers and 
trade publications will be used. 


Levings Joins KMGM 

Fred Levings has joined the 
new Los Angeles station 
KMGM as program director. He 
was previously with the Colum- 
bia Broadcasting System in Chi- 
cago. At KMGM he will work 
under the supervision of William | 
MacCrystall, station manager. 


Abbott Kimball Moves 


Abbott Kimball Company of 
California has moved to new tem- 
porary offices at 4015 Wilshire 
Blvd., Los Angeles, telephone 
DRexel 7305. Work has begun on 
the company’s own building which 
is expected to be completed late 
this year. 


Ashe Moves 


Hiram Ashe Advertising Asso- 
ciates, New York, has moved from 
345 Madison Ave. to larger quar- 
ters at 535 5th Ave., New York. 


NATIONS 
DUSINESS 


leads uv | 


3 The hoT book 
The | 
Ad 


i anks ; Pawtucket, R. L, secretary, and 
‘Fairb Opens Film Charles L. Fuller, Enterprise, 
| Distributing Agency Brockton, Mass., treasurer. Frank 
| Russ Johnston, who has been ~. Phillips was named manager 
‘appointed to head NBC’s new! for the 25th consecutive year. 
|Television Feature Service, also 
'will head the new television film 
distribution agency of Jerry Fair- 
| banks, Inc., a service organization 
| for NBC stations and affiliates. 

The distributing agency will be 
| patterned after motion picture re- 
leasing organizations, and will 
|service network outlets in 30 
| cities, by the end of the year, with 
| video films, kinescope recordings, 
|/newsreels, theatrical shorts and 
{other filmed program material. 


| 
| 


teach 


MEDIA MEN AT AMA MEET—Left to right, at American Marketing Associa- 

tion conference in Washington: Paul Titus, Hearst Advertising Service, New 

York; Don E. West, McCall Corp.; W. C. Truppner, Department of Commerce, 

one of the speakers; Douglas Taylor, J. P. McKinney & Son, and Edward B. 
MacDonald, Hearst Advertising Service. 


| Lucey Elected 


William F. Lucey, business man- 
ager of the Eagle-Tribune, Law- 
rence, Mass., has been elected 
president of the New England 

sion of Gamble-Skogmo, Inc.,;Daily Newspaper Association. 
Houg Promoted Minneapolis, has been named|Other officers include: Leroy B. 

Gerry Houg, in charge of out-| building material manager of the| Noble, Herald, Rutland, Vt., vice- 

side salesmen for the dealer divi-| outside sales department. president; Stanley T. Black, Times, 


INSTRUCTOR 


a habit of contributing to the success of many worthwhile causes, 
funds and campaigns. The national and regional networks have 


donated millions of dollars in time and talent for these purposes. 


Even more adaptable to public welfare work on a local level 
are the local stations, small independents and network affiliates 
dotting the nation. Each type of station has been able to make 
contributions to the welfare of its listeners and others outside 


its sphere. 


As a clear channel station serving the middle west, WGN is 
proud of its participation in hundreds of special programs and 
thousands upon thousands of announcements supporting a 


myriad of organizations. 


We shall continue to support those which serve the best interests 
of WGN’s listening audience. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50,000 Watts 
720 


On Your Dial 


Eastern Sales Office: 220 East 42nd Street. New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Bivd., Los Angeles 5 « 235 Montgomery St.. San Francisco 4 
710 Lewis Bidg., 333 SW Oak St... Portiand 4 
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TELEVISION 


OVER A MILLION... 


NEW YORK’S TELEVISION AUDIENCE 
Latest survey shows the New York area has 
174,000 receivers in private homes with 
an average audience of five, and 12,000 
in public places with an average of 20. 


OVER wate to WABD... 


A recent survey rated one program at an extraor- 
dinary high of 56.4, another 46.8! Both, of 
course, were originations of WABD, New York, 
key station of Du Mont Television Network. 


KEY STATIONS 


wTtG—Channel 5 
Washington, D. C 


wasbd—Channe! 5 
New York, N.Y 


t: 


eee 


TALK ABOUT AUDIENCE RESPONSE! 


First time Du Mont Network’s popular 
“Charade Quiz” was aired, it pulled 50 letters. 
Few weeks later the mailman staggered in with 
12,000. This consistent response brings total 
to date to nearly a quarter-million! 


$35™ 1923 1924 


TELEVISION’S FIRST THREE YEARS 


as compared with the first three years of radio, 
shows television is coming up much faster than 
did its elder brother, radio, at a similar stage 
of development. 


pp V7 hm Nord = —— For complete information about program:, 


costs and availabilities, write or wire Du Mont Time Sales Department. 


DU MONT TELEVISION NETWORK 
“The Nation’s Window On The World” 
515 Madison Avenue, New York 22, N. Y. 


wobtv—Channel 3 
Pittsburgh, Pa. 
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REVIEW 


Department of Commerce; Susie 
Macfadden Publications, and L. K. 


YOU 700 WELL WELCOME 
THE WARATH OF A 


Rheem 


GAS CONSOLE HEATER 47 
« 


ery 


FROM A PECE OF FURNITURE 


perfect beg 


Recordette 


Sy tay 


JOUBLE PURPOSE—Ward C. Hynes, 
ales promotion manager, Wilcox-Gay 
corp., Charlotte, Mich., demonstrates 
ne use of the three-dimensional dis- 
lay made for the company's Record- 
tte, recording radio-phonograph, by 
ne display division of River Raisin 
aper Co., Monroe, Mich. A shelf in 
he unit holds a supply of Recordio 
discs. 


SOAKING UP KNOWLEDGE—American Marketing Association members de- 

bate a fine point between conference sessions in Washington. Left to right: 

W. B. Hudson, the Call, Woonsocket, R. 

Estes Jr., U. S. Steel Corp.; A. Ross Eckler, Department of Commerce, and 
Willard Swenson, Airtemp division, Chrysler Corp. 


|.; Gordon Hughes, General Mills; Bay 


READY FOR MEETINGS—In this group, snapped at the American Marketing 
Association Washington conference, are: Dr. R. S. Alexander, Columbia Uni- 
versity; Wroe Alderson, Alderson & Sessions, AMA president; Chas. Sevin, 
Wilkerson, Philadelphia; Everett R. Smith, 
Gaetjens, General Electric Co., Cleveland. 
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MARKETERS AID BUSINESS INFORMATION PROGRAM—Members of the Northern Ohio chapter of the American Market- 

ing Association, who have been working in cooperation with the Business Information Bureau of the Cleveland Public Library, 

look over a copy of the brochure, “Where to Get Business Information in Cleveland,” just released. Seated (left to right) 

are Marvin D. Hicks, regional sales manager, U. S. News, 1947-1948 president of the group; Rose Vormelker, head of the 

Business Information Bureau, and Robert F. Blair, The Iron Aye. Standing: Eugene C. Sheeler, Carr Liggett Advertising; 

Ralph Leavenworth, Fuller & Smith & Ross; Paul C. McPherson, Seiberling Rubber Co., and Forrest H. Ramage, Republic Steel 
Corp. 


READY FOR DEALERS—The full-color 

display is the first of a new series illus- 

trating the line of home heating appli- 

ances made by Rheem Mfg. Co., New 

York. The unit is a cut-out with easel 

back for showing either with or with- 
out the actual product. 


PUBLICISTS—Howard S. Meighan (second from left), vice-president of CBS, discussed "Radio and Television as Media of 

Public Relations" before the New York chapter of Public Relations Society of America. Others at the speakers’ table were 

(left to right) Kenneth Youel, General Motors; John P. Broderick, Doremus & Co., president of the chapter; Howard Chase 
of General Foods, and Virgil Rankin, who has just been named executive head of the national society. 


AAW CONVENTIONEERS—Leaders of the Sacramento convention of the Adver- 
tising Association of the West (upper left) included Charles W. Collier, managing 
director of AAW; Gilbert L. Stanton, advertising and publicity director of Idaho 
Power Co., new AAW president; Russell Z. Eller, advertising manager, California 
Fruit Growers Exchange, retiring AAW president; Grover C. Kinney, president of 
Advertisers Distributing Service, Denver, new AAW secretary-treasurer, and Gor- 
don C. Daniels of the California-Western States Life Insurance Co., general chair- 
man of the convention. Upper right, in the usual order: J. Leonard Reinsch, 
managing director of Cox Radio Stations, Atlanta; Edward Mittelman, secretary 


of Hunt Foods, Inc., Los Angeles, and Robert J. McAndrews, promotion manager 
of Young & Rubicam's Hollywood office. Lower left: Capen Eames, West Coast 
advertising director of Family Circle; Howard Willoughby, vice-president and 
general manager of Sunset; Rilee Doe, advertising manager of Safeway Stores, 
and Carl Eastman, San Francisco manager of N. W. Ayer & Son, Inc. Lower 
right: Robert R. Gros, advertising and public relations director, Pacific Gas & 
Electric Co.; Robert Chapin, partner in Chapin & Damm, Sacramento agency: 
Paul Gasser, advertising director, Phoenix Republic and Gazette, and Roy Bradt, 
western field representative of the retail division, Bureau of Advertising, ANPA. 


3 
249 


James D. Woolf Talks... 


At the end of five months he 
was back with an immense/ 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywtuer and 
retired vice-president of J. Walter 


Thompson 


Do You Know Your Market? 

You are doing, let us say, a gross 
volume of $90,000, which is a daily 
gross of about $300. 

Is that good, fair, or poor? What 
is your potential anyway? How 
big is your market? Are you 
reaching all of it effectively? 

If you don’t know your market 
—and know it as intimately as the 
street you live on—you cannot 
possibly appraise the selling job 


you are doing. Your market may | 


be vastly bigger than you think. 
And it is not unlikely that your 


of discussions on tested ideas and basic 
advertising principles. 
is aimed primarily at the small business 
man who may be a neophyte at advertis- 
ing, AA readers 
and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


amount of data. In his files was a 

‘card for each farmer in _ the 
|ecounty, and on it was recorded 
'such facts as the size and char- 
|acter of the acreage, the barn, the 
_ home; the kind and number of 
/crops, animals, and implements; 
‘the size of the mortgage, if any; 
|'what plans for expansion were 
‘being considered; and such inti- 
mate details as what church the 
family attended and what educa- 
'tion was being planned for the 
| children. 

His data fired the imagination of 
the bank president. He had never | 
done much advertising, since) 
leverybody in his little town was| 
advertising can do a vastly better|imtimately acquainted with the 
job for you than you have éver| bank and its small personnel. He) 
imagined. the young teller planned 


Company, is writing a series 


While the series 


will find instruction 


‘OREGONIAN’S' NEW HOME—In its 


fourth move since its founding 98 years 


ago, the Portland Oregonian has transferred operations to this new $4,000,000 

steel-reinforced concrete plant. The building contains two large auditoriums, 

studios for the Oregonian's radio stations, KGW and KGW-FM, and a tele- 
vision studio in preparation for TV's advent in the Northwest. 


|they called a “reaching out” cam-| 

Reaching Out for Sales |paign, a program of twelve mail- 
Prosperity for a Kentucky bank | ings a year—letters, leaflets, fold- | h 
began when it discovered its true | ers, etc., written in a friendly, in-|@fforts of his salesmen on N rer 
market potential. | formal style—to every farm groups to which his 
A young teller in the bank one|in the county. He no longer | ‘lass of refrigerator seemed to ap- 
day amazed the president with a/| thought of his market as a village | peal most. we : 
statement that went like this: “I| Of 3,000, but as a big community |@ffect of his advertising. A sim- 
don't wish to be presymptuous, | of 35,000 people. He had a wholly |ar study by a locker operator 
sir, but I think I know why our| ew conception of his market op-|Proved to him that his notions 
bank is standing still. Ours is just | portunity. | shout hie 
a little neighborhood bank be-| Those twelve mailings at the|/needed revision. He had been 
end of the first year more than overlooking certain occupational 


He almost doubled the | 


’ 
Sponsois ‘Great Plays 
The National Council of the 
Protestant Episcopal Church, New 
York, will begin sponsorship of 
“Great Scenes from Great Plays” 
on the Mutual Broadcasting Sys- 
tem Oct. 1, at 8 p.m. EST. The 
|initial show will feature Walter 
|Hampden in “Cyrano de Ber- 
gerac.” The time and talent bud- 
get is about $15,000 weekly, and 
the agency is H. B. Humphrey 


cause we are ‘neighborhood- | 
| minded.’ 
e| very center of a thriving farming | done by that bank! 
community, but nearly all of our'| 
business is local. The population Map Your Market 


remember of this town is less than 3,500,| . 4 farm implement dealer has on 
‘whereas the population of the|his wall a 12-foot map of his| 

Business tte ‘county is over 35,000. I think we) county, and on that map is spotted | 
Associate E<)) ought to try reaching out for busi-| with a tag and thumbtack every | 
bie ~ | ness. \farm in it and the name of the) 


| “Put me in a car,” he suggested, | OWE. 


with —— Ba; “and let me pay a visit to every A new customer, Farmer John} 
Jones, wanders into the store and 
FLOWERS | farm home in the county. 1 think buys a hoe. “Good afternoon, Mr. 


_we know very little about our real | Jones,” says the dealer. “I have 


| 

market, and I want you to Bive|}eard of you. As a matter of fact, 
me the job of making a farm-to-/|7 have your name spotted here on 
farm survey.” The flabbergasted my map, as you see. Two of your 
e president gave him the green light. | neighbors—Will Harrison and Ed 
Overman—are good customers of | 
'mine, and here are their names 
|alongside yours on the map.” 

| The dealer has no trouble in 
| keeping his map up-to-date. His 
customers see to that. 


I have been told of a laundry-| 
Wiorkersm 


man in a city of 100,000 who drew | 
}up maps of his community, street | 
by street, with colored crayons. | 
Red means “excellent market,” | 
yellow means “good market,’ | 
green means “fair market,” blue 


2924], * means “poor market,” and black 
means “hopeless market.” 
oe - a wee y | After his maps were completed, | 
chore that required weeks of | 
|careful study, this laundryman 
| completely revised his advertising 
| strategy. He discovered that he 
been putting too little pres- | 
|sure on some of his red markets 
\and too much, in some instances, 
in blue and black areas. His study 
also convinced him that he should 
|expand his theater of operation, 
|and his advertising is now reach- 
ing out over a widely expanded | 
area. 

You will find it will pay you to| 
|study your market in minute de- 
tail. Make a map of (1) your) 
/neighborhood, (2) your city or 
‘town, (3) surrounding suburban | 
and country areas, (4) your. 
county, and (5) the adjacent coun- | 
| ties in which you might find cus- | 


And that’s only part of the Effective 
Buying Power of Lawrence, which is 
placed by the current Sales Manage- 
ment Buying Power Survey at $129,- 
144,000.00 — an increase of 30% over 
last year. 


Recent pay raises to Lawrence wool- 
en and worsted workers total $8,500,- 
000.00, further stimulating buying pow- 
er this year. 


epartment of Labor and Industry Reaching out! I like that ex-| 
statistics, issued April 27, 1948. |pression. It describes the real 


The Lawrence Daily E morni Adver- 
age & Re recognizes no “out of 


newspaper in Essex County, Massachusetts. The | bounds” restrictions. 
Evening Tribune has the LARGEST circulation in | 
r pe 

Essex County. ABC more than 36,000. | But don’t stop with a geograph- | 
|ical analysis. Analyze the people | 
|who live and work in your com-_ 
/munity. Possibly there are groups, 
logically your prospects, you are 
not now reaching. 
| A home refrigerator dealer 
made a survey of his area to find | 
what occupational groups 
bought the class of refrigerator he 
sold. After this study, this dealer 


'function of advertising. 


the EAGLE- TRIBUNE 


LAWRENCE, MASSACHUSETTS 
(CAPITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 
WARD - GRIFFITH NATIONAL REPRESENTATIVES 


We are situated in the| tripled the volume of business | 8Toups entirely. 


| potential business. 
/new items of cheaper merchandise| war he operated his own agency 


|}out” program is uncovering busi- | 


Company, Boston. 
Changes and improvements in cited 


| your merchandise or service often 

|have a “reaching out” effect. Some | WNOW Set to Make 

'years ago a pen company which Debut in York, Pa. 

made black pens almost entirely,| station WNOW, a 1,000 watter 

made a study that revealed a great} on 1,250 kc., will become the third 

latent demand for colored pens.|station in York, Pa. The station 

This finding not only vastly upped | will operate as an independent, in 

‘this manufacturer’s own volume, — with two network af- 

but had a stimulating effect upon | ™ates. ; 

the whole fountain pen industry.|_ The station has scheduled both 
An office supply and stationery | ® local promotion drive and a na- 

ti 1 advertisi ign. 
merchant had thought of his mar-_| 
ket as being the upper brackets of | 


business houses and upper middle- Lester Joins Agency 
class homes. He carried in the James B. Lester has joined 
main only the high-priced lines of| Smith, Bull & McCreery, Inc. 


top-quality merchandise. But up-| Hollywood, as an account execu- 


on completion of a study of his | tive. He had returned recently 


‘ |from Mexico, where he was en- 
community, he found that he was|>.5eq in export-import business, 


missing out on a large volume of| representing both Latin American 
Adding many|and American firms. Before the 


to his stock, his new “reaching | in Los Angeles. 


Sindlinger in Merger 
| Princeton Research Associates 
To Lewis & Gilman | has merged with Sindlinger & Co., 
Frank H. Fleer Corporation, | Hopewell, N. J. Don Chafey, di- 
Philadelphia, manufacturer of|rector of the former, will head 
Dubble-Bubble and Fleer’s candy /Sindlinger’s Philadelphia offices 
coated gum, has named Lewis & Sindlinger & Co. developed Radox, 
Gilman, Philadelphia, to direct its|an electronic device for monitor- 
advertising. ing television and radio reception 


ness he had not been getting. 


"A valuable contribution 


to Advertising Art" 


. SAID A LEADING ART DIRECTOR 


Copies of this portfolio, containing ‘demonstration 
of art techniques by experts, are still available . . 
with our compliments .. . to professionals in the graphi 


arts. Write for a copy on your business stationery. . 


PORTFO 


The Vocabulary 


of Advertising Art 


COLLINS, MILLER & HUTCHINGS, Inc. 


207 No. Michigan Avenue, Chicago 
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Wonder 
Recalled by 70% 
of Dallas Women 


New Yorx—Continental Baking | 
Company’s Wonder ship was seen | 
and the product it advertised iden- 
tified by 70.1% of the Dallas 
women interviewed recently in a) 
survey conducted by Daniel Starch 
& Staff. 

The airship, operated by the 
Douglas Leigh Sky Advertising 
Corporation, had flown in the Dal- 
las area 63% hours during its 
yearly tour of Continental Baking 
Company’s market areas from 
coast to coast. 

Other results of the survey, the 
first taken to measure the effec- 
tiveness of the Wonder ship, re- 
vealed that remembrance of the 
Wonder bread slogan, “It’s slo- 
baked,” jumped from 54.6% to 
74.6% after the blimp’s visit. Be- 
fore the airship appeared in the 
Dallas area, 662 women were 
asked what brand of bread they 
had bought last. Fifty-eight, or 
8.8% said Wonder bread. After 
the ship had flown 63% hours in 
the Dallas area, 132 women, or 
20.4% of the 648 questioned, in- 
dicated they had purchased Won- 
der, an increase of 131.8%. 

Douglas Leigh reports that the 
Wonder ship’s unaided recall per- 
centage compared favorably with 
those of other airships operated 
by Leigh Sky Advertising. The 
Ford airship scored 64.8% in a 
Philadelphia unaided recall test 
last fall and the Tydol Flying-A 
airship was remembered by 76.5% 


Ship Ads 


in an Albany study. 


Sorgatz Leaves United, 
Joins Panagra | 

George F. Sorgatz Jr., formerly | 
promotional advertising manager 
for United Air Lines, New York, 
has joined Pan 
American- 
Grace Airways 
(Panagra) as ad- 
vertising man- 
ager. 

He will handle 
the airline’s U.S. 
advertising and 
ads in the eight 
Latin American 
countries where 
the company op- 
erates. During  G.F. Sorgatz Jr. 
the war, Mr. 

Sorgatz was a major in the air) 
force, and served in Latin Amer- | 
ica. 


Gets Shirt Account 


Wachusett Shirt Company, Leo- 
minster, Mass., maker of Whitney 
shirts, has placed its advertising | 
with James Thomas Chirurg Com- | 
pany, Boston. Magazines and trade | 
publications will be used. | 


| 
in the basic source 


OF MARKET INFORMATION 


Industrial Marketing's 


INDUSTRIAL MARKET DATA BOOK 


| 
} 
| 


Brisacher Transferred | 


Robert Brisacher, production | 
manager in the New York office of | 
Brisacher, Van Norden & Staff, has 
been transferred to the agency’s | 
San Francisco office as an account 
executive. 


Volk Agency Appointed 
The South Jersey Gas Com- 
pany, Atlantic City, has appoint- 
ed Harry Volk Jr., Advertising, 
Atlantic City, to handle its adver- 


tising. 


Heatimer to Epstein 
Heatimer Corporation, manu-| 
facturer of radiator air valve 
thermostats, has placed its adver- 
tising with Alvin Epstein Adver- 
tising, New York. Business papers, | 
newspapers, direct mail and post- 
ers will be used. 


Howard Opens Own Firm 

Howard Radio Productions, with 
offices at 53 W. Jackson Blvd., 
Chicago, has been formed by Ber- 
nard Howard, formerly assistant | 


radio director of Arthur Meyer-|radio and television writing, pro- 
hoff & Co., and producer of the! duction, time buying service, espe- 
“Bob Elson on the Century” show. | cially for advertising agencies 
The new firm offers a complete! without radio departments. 
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“VANCOUVER AREA” 


buy... 


Reach the 


thousand circulation in POPULAR MECHANICS 


because our readers—having the RM. Mind—read 


ads deliberately. 


*% That means ANYTHING from shirts to 
shave cream...moccasins to motor boats 
... bus trips to bowling balls... cigars, 
photo film, wire recorders, topcoats, lug- 
gage, sunglasses, hair tonic, lawn sprin- 


klers, binoculars—a list without end. 


More than ONE MILLION circulation 
+.» More than 4! MILLION male readers 
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Distribution Lag 
Offers Economy 
to Oil Industry 


NASHVILLE—The lag of distribu- 
tion behind manufacturing offers 
great economies to the oil industry, 
O. P. Minor, assistant to the vice- 
president of marketing, Shell Oil 
Company, told the Tennessee Oil 
Men’s Association here. 

“If we labor under the old opin- 
ion that increased volume of busi- 
ness is the only way to cut our 
costs, we may meet ourselves 
coming out of the pawn shop,” Mr. 
Minor warned. 

Mr. Minor said warehousing of- 
fers many possible economies, in- 
cluding abandoning pump houses, 
loading racks, increased use of 
palletization and abandoning stor- 


NEW JERSEY'S FOURTH LARGEST MARKET 
Bayonne 


CANNOT BE SOLD 
FROM: THE OUTSIDE 


MORE COVERAGE 


THE BAYONNE TIMES 76% 


ALL OTHER PAPERS COMBINED 


No wonder THE BAYONNE TIMES consist- 
ently outpulls all other newspapers in this 
market. No wonder this wealthy city ($67,- 
205,000.00 Retail Sales 1946) can be sold by 
THE BAYONNE TIMES alone—93% home de- 
livered. . . . Send for a copy of THE 
BAYONNE TIMES Market Data Book. 


THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madioen Ave, N.Y. 11, N.Y. 228 N.La Salle St., Chicage 


| age garages. Trucks of the future 
will be more streamlined, won’t 
|carry much more load (because 
of local regulations) but will be 
much easier to load and unload, 
he said. 

Shell once studied its accounts, 
and found that 35% did 80% of 
_the dealer business. This led to 
/a pruning of the account list, and 
| Mr. Minor believes that—when the 
|present shortage is over—the oil 
| industry would do well to re- 
view its list. 

He sees the most hopeful meth- 
ods of reducing distribution costs 
‘as (1) new methods and equip- 
ment; (2) efficiently trained per- 
sonnel; (3) merchants instead of 
filling station attendants, and (4) 
aggressive and cost-minded man- 
agement. 


Delman Supervises TV 

J. Nye Delman of Flint Adver- 
| tising Associates, New York, has 
been appointed administrative 
supervisor of the agency’s televi- 
sion department. He will work 
with Robert P. KuKuck, television 
director, on a fall series being 
produced by Consolidated Produc- 
tions, Inc., New York. Francis X. 
McFadden, formerly with Crea- 
tive Artist Company, has joined 
Flint’s production department. 


Insurance Group Meets 


William L. Camp III, manager 
of publications for Connecticut 
Mutual Life Insurance Company, 
Hartford, has been named chair- 
man of the annual meeting of the 
Life Insurance Advertisers As- 
sociation, which will be held at 
the Mayflower Hotel, Washington, 
D. C., Oct. 28-30. 


Larson Joins WDRC 

Alfred Larson, formerly with 
George B. Hollingbery Company, 
New York, has joined the sales 
staff of Station WDRC, Hartford, 
succeeding the late G. Arthur 
Peterson. 


AT THIS END... 


METROPOLITAN 


OAKLAND 


The Oakland-San Francisco Bay Bridge, 
longest span in the world, is the connecting 


Stromberg Study 
Shows How Video 
Cuts into Radio 


| 


Cuicaco—Seventy per cent of 


_the leisure time which video own- | 
now spend viewing their tele-| 


vision sets was formerly spent 
‘listening to the radio, according 
to a survey made by Stromberg- 
Carlson and released for the first 
| time last week to the Radio Manu- 
|facturers Association by Stanley 
H. Manson, advertising manager | 
|of the company. 
| A pilot study made in New York 
and Philadelphia among owners 
of all types of receivers and in-| 
cluding non-owners or prospects 
showed a number of shifts in 
listening and buying habits. occa-| 
sioned by television. The usual 
cross-section of city-suburb, and 
age and income groups was ob- 
served. 

When asked whether they would | 
tune in their favorite radio show 
or favorite television show if they 
were broadcast at the same time, 
89% of those interviewed favored 
the television broadcast. 

Although 60% of the set owners 
said they had experienced some 
disappointment with their sets 
(mainly poor programming), 82% 
judged the video picture image 
“very good,” 99% said they would 
buy a set again, 35% are inter- 
ested in buying a second receiver, 
and 84% of all income groups ex- 
pressed a desire to own a set. 


Consoles Preferred 


Although 73% now own table 
model sets and 27% consoles, 51% 
of those interviewed now want a 
console with all services, and 
while 86% of the owners had re- 
ceivers with 10-inch tubes or 
smaller, 48% said they would in- 
sist on a larger tube in their next 
set, with the 12 and 15-inch most 
popular. 

The prices that non-owners 
| would be willing to pay is con- 
|siderably lower than the price 
lrange' satisfactory to owners. 
Thirty-five per cent of the non- 
owners said $400 or less, another 
35% said $400-600, and 30% over 
$600. 
| The study also 


indicated that 


in 75% of the cases the man of Zenith Files Suit 


‘the house made the purchase de- 
cision, a high percentage com- 
|}pared to the sale of radios and 
combinations. He was influenced 


| 


Wiener the World Awaited. 
notice it’s in quotes. It ought 


"THE WIENER THE 
meets 


revolutionized by Wieners 


Oren Arbogust Offers | 
Three Relations Plans | 


Oren Arbogust, Inc., has issued | 
a new brochure describing its) 
three-way answer to difficulties | 
experienced by management in| 
communication of ideas to labor. | 

The publication, entitled “The| 
Road Ahead in Internal Industrial 
Human Relations,” describes the 
company’s plan for _ industries 
without personnel departments, 
industries with personnel depart-| 
ments, and industries which re- 
quire assistance in planning or 
preparation of hard-hitting writ- 
ten materials. The firm is located 
at 228 N. La Salle St., Chicago 1. 


Against Admiral 
Zenith Radio Corporation has 
filed suit in federal court against 


‘in his choice, however, by other| Admiral Corporation and Conti-| 


'members of the family, most im- 
portant of whom were children 


| nental 
| that 
’!and appropriated the design of its 


charging 
imitated 


Can Company, 
Admiral “copied, 


who apparently devour all types! 7onette portable.” 


of programs avidly. 


The suit requests an injunction, 


The greatest source of satisfac-|charging unfair competition, and 


‘tion, cited by 45% of the owners, 


VIENERS 


Sack te bing the ol tee 
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Vhe Creative Corner 


No words wasted this week. The Corner would simply 
like to nominate this as the headline of the year: The 


If you'll look closely, you'll 
to be. 


/ 


/ 


Tt 
with the 


alleges that the public will be de- 
ceived by the “imitation.” 


Quaker Oats Ups Two 
Victor Elting Jr., manager of 
the new products division, has 
been named manager of puffed 
grains advertising for Quaker Oats 
Company, Chicago. He also will 
handle Pack-O-Tens and special- 
ties. Franklin E. Raymond, in the 
advertising department, has been 
appointed advertising production 
manager of the company. 


Names Craftex Products 


Craftex Products Company, Los 
Angeles, manufacturer of reflex 
cameras, has appointed  Bass- 
Luckoff of Hollywood to handle its 
advertising. Plans are under way 
for a campaign to include maga- 
zines, trade publications, direct 
mail and dealer helps. 


Atlas Appoints Couch 


C. D. Couch has been appointed 
director of sales of the coated fab- 
rics division of Atlas Powder 
Company, Stamford, Conn. 


link between two of California's major markets. 
In Metropolitan Oakland, favored industrial 
location for Big Business, there are situated 448 
of the total 803, Rew plants in the Bay area. 
Adequately cdvering this great and growing 
market is the OAKLAND TRIBUNE, with total 
circulation gains for 1947 topping all news- 


sco 


RANCI 


papers in Northern California in their respec- 


tive markets 
TOTAL NET PAID CIRCULATION 


DAILY SUNDAY 


153,887 167,253 


A.B.C. Publisher's Statement, March 31, 1948 


akland.i02 Tribune 


SAN F 


CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazine 


was that they were able to enjoy) 
|a variety of entertainment vis- 
ually in their homes for the first | 
time, and 25% mentioned the edu- | 
cational advantages for children. | 

The report on listening habits | 
|was significant. Thirty-one per | 
cent reported 25 hours or more) 
_weekly; 22%, 20 to 25 hours; and | 
|only 11% limited the use of their | 


'sets to less than 10 hours weekly. | 


| 
Two Agencies Merge | 
A new San Francisco agency, 
Lunke-Portman & Associates, has 
|'been formed at 625 Market St. as 
a result of a merger of E. C. Port- 
jman Company and James R. 
|Lunke & Associates. Accounts for- 
merly handled by both agencies 
will continue to be serviced by the 
new one. 


Superb Names Goehring 


Superb Glove Company, Johns- 
town, N. Y., has appointed Jack 
Goehring Company, New York, to 
handle its advertising. The ac- 
count was previously handled by 
Dorland, Inc., New York. | 
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traus Advocates 
Greater Retailer 
Duty to Consumer 


|tell her, rather than leave it to 
|some consumer group which may 
be on your side or may not. 

| “6. Take a look at the long- 
'range obligations you have to the 
|customer in the matter of price, 


duction in the Hollywood office of | poration, Chicago, has been named 
Young & Rubicam. Mr. Scalpone|assistant advertising manager of 
will replace Russ Johnston, who/| Zenith Radio Corporation, Chi- 
left McCann-Erickson to join NBC. | cago. 


Myltigraphing 
Mimeographing 
Mailing 


Mechanical 


Rexon to Waters | 
Rexon, Inc., New York, distribu- 


Appoints Devine 
The Twin City Shellac Com-. 


Addressing from 


/ 
ly Mass.—It is the re- quality, good taste, safety, and the | Metal Plates 
he @iailer’s responsibility to make sure | like. What steps can you take to|P@ny, Fy | tor of Swiss-made Thorens pocket 
} @ihat merchandise is made avail-| develop a better article at a lower York fer ol ppeinted 
Buble at the lowest possible price, | price, in better style, safer to|Sjipping floor polish, No Rubbing | New York ‘to its 
: @ Jack I. Straus, president of R. use?” floor wax, Welsite and Windo-| jing 
{ Macy & Co., New York, said in a’ Wax. $UPerior 8154 
} before the 18th annual Sc i Di 
annual con- Scalpone to Join McCann... ,. Diebold Names Strawn 8 W. Ontario, Chicago 10, 
of the Alumni Association if ‘Il join Sickinger to Zenith 
/ he H d Busi Alfred J. Scalpone will join) | Ralph B. Strawn, who joined 
; got the Harvar usiness School) meCann-Erickson, New York, July| Kenneth W. Sickinger, formerly | Diebold, Inc., Canton, O., in 1937, | 
: rere. as manager of radio production. | advertising manager of the radio has been appointed assistant sales| | 
/ He said the customer “should be | He formerly was manager of pro- division of Stewart-Warner Cor-| promotion manager. 
j entitled to buy from the store’s 
>t ; idvertisement with perfect assur- 
— : ance that the advertisement is 
Mhonest, factual, and complete and 
*  j Bis entitled not to be misled by the 


store’s printed word any more 
than by the salesclerk’s spoken 
word.” 

Mr. Straus listed six suggestions 
of things business needs to do 


about its responsibilities to con-| 


sumers. They are: 

“1. Set out to know the cus- 
tomer again. Find out all you can 
about her through a continuous 


| 


program of objective customer | 
research. Find out what she wants) 
to buy; find out what she wants 
to pay for it; ask her what she| 
thinks of your product or your) 
store or your service. 


Customer is Right Again | 
“2. Restudy your business on | 


the basis of what your customer | 
tells you she thinks of you and_| 
wants from you. Remember—you 
are in business to please her. 

“3. Take an inventory of the 
devices you have or should have 


| 
to protect your customer against) Glaciers ° i 
human failings in your business. | made if so good! 


rere If you don’t protect her against) : 
be de- [your shortcomings, she will pro-| The rough cast, raw satellite of the sun cooled rock-hard, 

tect herself against them. 

the petioles teat condensed space vapors to atmospheric coating The 

° termine the accuracy, honesty, | dark slow-spinning top of the Earth planet, farthest distant 
ger of ond | from solar light and heat during half the sun cycle, became — 
puffed bave established that the customer a pole of cold, and vast converter of atmosphere moisture 
30 will Are you giving them to her? into ice particles and _ cry stals ... The ice sheet pulverized rocks, started the soil base... 
pecial- “5. Consider what are your re-| Snow upon snow piled up for thousands of seasons, ” 
in the Msponsibilities in the field of con-| 
s been Mcumer education. What are you pressed mile-thick ice packs down over two-thirds of the 
luction Hi doing to help the customer under-_| North American continent .. . For a million years, more 

stand and know ur business, ‘. 

or less, the glaciers advanced and retreated . . . scraped, 
icts wants to know more about you. ground and pulverized the surface rocks, washed silt deposits 
y, Los Mall consumer studies have in- 
— dicated that very plainly. Why'| own the Mississippi Valley ... thawed In great inlan 
dle its [_"0t develop a program so that you seas where algae cultured, countless cycles of plant life 
maga- spawned, spread, rotted, sank . and evaporated, leaving 
direct rolling plains matted for centuries with lush prairie grasses end tellowed the velreating tee 

GREATER a ... to give Midwest plains their head start on humus, and . abs: 
h . heritage of unsurpassed topsoil . . . The epic story of Heart a 

— BUYING i State farms has sales significance . . . can be read with i 
owder profit by every advertiser! See ‘““You Owe Your Farm to the 


AND THE 8 COUNTIES 


represented by 
the fact that this 
city, the country’s 
14th largest, is the 
9th largest indus- 
trial center. 


YOU REACH IT BEST IN THE 


Morning and Sunday Newspaper 
Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


Ice Age’, magnificently illustrated, in the June issue of 
SucCESSFUL FARMING, page 28. 


States 


magazines and networks ... but penetrated deeply by 
SuccEssFUL FARMING with more than 1,200,000 circulation 
among farmers with the best soil, best brains, best methods 
... average 1947 gross, 
$4,000 above the U. S. farm average. 

Savings of seven peak years, record production 
and cash... make the SF readers today’s best class 
market. No advertising schedule is adequate, 
without this market and medium! Data and 
details, any office . . . SuccessFUL FARMING, 
Des Moines, New York, 


Detroit, Atlanta, San Francisco, Los Angeles. 


Most missed market .. . are the 
nation’s best farm families in the 15 Heart 


... lightly covered by general 


$9,890 (excluding gov’t payments), 


Best farm market in the U.S. . . . formed centuries ago by the 3 


Chicago, Cleveland, 
great glacier... gives highest yields, greatest returns, largest profits. 
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Cockles Are Warm 
To the Editor: Good for you. It) 


warmed me cockles to see you | 
editorially blast the bad taste of) 
the Springs Mills people for their | 
Springmaid fabrics advertisement 
with its unbelievable “false bot- 
tom and bust bucket business.” 

I saw that astonishing phrase in 
the New York Times Magazine 
and Cue insertions, but naturally 
didn’t see it in the Mademoiselle 
insertion, and was much interested 
in its having been changed for 
Esquire. There are, praise be, 
some watchful eyes. 

Who gives a damn whether 
some Springs Mills executive's 
saying the putrid phrase has 
caused all kinds of comment? So 
would a four - letter word 


This department is a reader 


scratched across Macy’s biggest 


window. 

Advertising should be interested 
in the kind of comment it causes. 
Bad taste will always get talked 
about, and possibly will always 
get more action—from the wrong 
sort of people. 

Was the Springs Mills adver- 
tisement an agency’s doing? I’m 
ashamed for that agency. Or the 
advertiser’s? I can’t believe any 
of those concerned really liked 
the thing. 

Remember the classic “gentle- 
man jockey” mistake in a Camel 
ad, years ago? It wasn’t inten- 
tional, but it did turn out, re- 
grettably, to be one of the all-time 
winners of the Vulgarity Sweep- 
stakes. And I can’t remember 
that it ever helped sell more 
cigarets. 

Do you suppose advertising men 


will ever do a nudist parade down 
Madison Ave.? That will “cause 
comment.” 
C. RALPH BENNETT, 
Special Creative Consultant to 
Agencies, New York. 


Beats Fox by 13 G 

To the Editor: The May 24 is- 
sue of ApvVERTISING AcE front- 
paged a story headed “Dear Mr. 
Fox: Check Enclosed, Mail 5G 
Coat!” 

While we have the highest re- 
gard for the I. J. Fox publicity 
department, we must dispute the 
implication that this was the larg- 
est direct-by-mail order for sight- 
unseen merchandise. 

Recently one of our clients, 
Twin Coach Company of Kent, O., 
received a mail order for a 41-pas- 
senger Twin Coach. The pur- 


HASTY INTERPRETATION... 


may handicap 12% of your national sales ; 


Collier’ s—Life—Satevepost— American Weekly— This 
Week—-LH Journal—Good Housekeeping —WH Com- 


panion— McCall's . . . Space-buyer’s dream of a perfect 
list! It delivers millions of circulation . . . yet it MISSES o” 
in America’s THIRD LARGEST city and town market! g? 
¢ 
U. Ss. CITY AND TOWN MARKETS 
e of" UNDER METROPOLITAN CIRCULATION COVERAGE 
DISTRICT INFLUENCE OV 
9 URBAN PUBLICATIONS 
PLACES OVER 500m POP. wo 
159% 
. PLACES 100M TO 500M POP. e 
4.3 MARLION FAMILIES 144% 
e PLACES 25m TO dhe Por. 
on PLACES 10M TO 25m POP. e 
PLACES TO 10m POP, 
148% 
PLACES 1M TO 2.5m POP 
0.5 MILUON FAMILIES 
THE OTHER GOES TO 
e SUBURBAN SMALL TOWNS MACES UNDER Im POP ° 
BEYOND METROPOLITAN CIRCULATION COVERAGE ° 
Hasty analysis of the Audit Report DISTRICT INFLUENCE PROVIDED BY THE 
@® may lead you to credit such a list 9 URBAN PUBLICATIONS © 
with True Small Town market coverage RAGES OM 
e «+-comparable to that provided in 190% 
URBAN markets. PLACES 10M TO 25m POP. 7 
17 MILUON FAMILIES 
e = Actually . . . of their circulation in towns 1 
under 1,000 population only % goes 
PLACES TO 2.5m POP. 
GRIT provides more coverage in this 1.3 MRLION FAMILIES COVEGR 120% 
e market of 3,300,000 FAMILIES... ‘ 
representing 12%, or 1 out of 8 of all ‘ 
city and town families... than any of- AMERICA’S THIRD LARGEST MARKET! 
° these publications. PLACES UNDER IM ror | ° 
3.3 MIALION COVERAGE ONLY 59% 
Add GRIT to this list and coverage is increased to... 71% 
An increase in coverage of 20%...at an e 
i i t 
Tuvestiqate increase in cost of little more than 1% 
don't Specalate 
on the 1 out of 8. } 
e Tells the Story e 
GRIT for it 


GRIT PUBLISHING CO., WILLIAMSPORT 3.PA 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY . .. with more than 650,000 circulation 


erland West Indies, stated that he) 
in Bus Transportation, | 


draft ini the amount of $18,500 ed 
the first of two buses. The entire 
transaction was carried out by 
mail, no personal contacts were 
made, and the purchaser saw a 
Twin Coach for the first time 
when it was delivered on the 
dockside at Curacao, N.W.I. 

“Please send by return mail one 
$18,500 bus... ” 

T. Kinc-HEDINGER, 
Palm & Patterson, Inc., Cleve- 
land. 


Boxes, Not Corsets 

To the Editor: We wish to 
thank you for the very nice article 
which appeared regarding our 
Packaging Handbook. 

There is one fact which we 
would like to bring to your atten- 
tion and that is that C. J. LaRoche 
& Co., New York, handles the 
corset account—not the box. 

The Box Division is handled by 
duPont & Cahalin, Inc., in Spring- 
field, Mass. 

F. J. MARCHESE, 

Sales and Advertising Manager, 

Box Division, The Warner 

Brothers Company, New York. 


Makes AA Scrap Books 


To the Editor: I am writing this 
letter to you just to express my 
appreciation of ADVERTISING AGE. 
It is read immediately on receipt 


| chaser, a bus operator in the Neth-| and I have made two scrap boos 


of clippings — books which are 


had seen the Twin Coach Febru-| more valuable to me than any | 


jary ad 
/wanted one, and was forwarding a| One on direct mail and the other, 


could buy or get in the library 


the Creative Man’s Corner. 

I keep a special file of all tie 
articles by James D. Woolf — 
“Salesense in Advertising” — and 
“You Ought to Know.” I often 
wish I had more space and could 
make separate files on many other 
articles in your publication—they 
are all so helpful. 

Thank you, too, for your eci- 
torial of June 7 on “Good Taste.” 
I often wish you would have some 
on the photographs of advertfising 
executives—each holding a glass of 
liquor. How much do you think 
they get paid for those pictures? 
I’ve often been tempted to write to 
the Calvert “notables” and say 
I’m sure their grandchildren w.:!! 
be proud to have this for a keep- 
sake—but am afraid the P. 0. 
might object. 

JESSAMINE HOAGLAND, 
Chicago. 


Warmed to Perfection 


To the Editor: Maybe you won't 
believe me when I say that the 
picture of the little lady warming 
her derriere was taken by me be- 
fore I ever saw the Springs Mills 
ad in the June issue of Prome- 
nade. 

My picture was inspired by 
childhood memories of my grand- 
mother removing the chill from 
her nether portions in similar 


Only 


a magazine like 


.. CORONET 


a ten-year 


success without 


advertising could today 
offer you sO much for so little! 


At $1.75 per M (b&w) 


anteed circulation, 


$1.39 per M (b&w) of 


of 


delivered circulation — 


the lowest* multi-million 


magazine rate in history! 


ottor 
lavin,; 
Peg, ¢ 
ugge: 
ects 
ompés 
adio 
cle 
vant 
ered 
i'th! 
Per 
eed 
ans- 
hows 
id ¢ 
he v 
mpl} 
kes. 
Pro! 
00 
phis 
yun 
ogre 
‘en 
lstest 
lew 
1om 
(Oo m 
hem 


hid m 


red 
The 
ieir 


ollyy 


F Lavi 
48 
forum. Letters arewlo =>" 
| 
i 
| OLC 
man 
mann 
Inc 
ers i 
[ too 
| | fectic 
has, 
/ a | of 
4 000 + Nd Ove, you'll 
000 499 and ; 
| to 2 1999 f sp: 
49 pi 
960 999; For 
U0 to 999 — nany 
U0 24,999 ; Some 
to +999 can b 
@ Cr 1,006 2,499 4.5> | Pul 
ing 
Sto 
| 
| dug 
| Fie for I 
horol 
the 
woulc 
ouse 
nany 
| 0 Wo 
ral, 
| 
| 
| 
| 
| & 2,5) 
yarity 
GEE, 
 pesition” 
| 
| 
| 
i 


1948 


boo <s 
h ace 
any | 
brary 
other, 


all tre 
oolf — 
— aid 

often 

could 
other 
—they 


r edi- 
Taste.” 
> some 
rfising 
‘lass of 

think 
‘tures? 
to 


1 won't 
at the 
arming 
me be- 
s Mills 
-rome- 


ed by 
grand- 
from 
similar 


‘le! 


5) 


laverising Age, 


OLD FASHIONED WAY—Grandmother warmed up this way, says the publicity 
manager, Perfection Stove Co., Cleveland, who took the picture of the youngster | 
before seeing the Springs Mills magazine page. 


manner. 

Incidentally, the portable heat- 
ers in both the ad and the picture 
[ took are heaters made by Per- 
fection Stove Company, which 
has, during the past 60 years, 
made more than 9,000,000 port- 
able heaters. 

Of course, I am hoping that 
you'll see enough in the picture 
and ad tie-up to give this a bit 
of space in ADVERTISING AGE. 

For your information, there are 
many thousands of these little 
heaters in use in New York, alone. 
Sometime, I intend to do a story 
m the many places in which they 
can be found. 

ALICE HOLTON, 

Publicity Manager, Advertis- 

ing Department, Perfection 

Stove Company, Cleveland. 

vvy 
Suggests a Mouthwash 
for Radio Gagsters 

To the Editor: Radio needs a 
horough housecleaning! Now that 
the winter season is over, this 
would be a good time to put the 
house in order. Unless the indus- 
ry does so voluntarily, it may 
ose caste and the government, or 
the public, may insist on more 
igid controls. 

In the first place, RADIO SHOULD 
AVE ITS MOUTH WASHED OUT WITH 
SOAP AND WATER! Though I de- 
ected a tendency toward obscen- 
ty some months ago, I now note 
definite trend... 

The comedians, doing anything 
or a laugh (and some in despera- 
ion for higher ratings on their 
waning shows) have taken too 
nany liberties. Shows have 
been making frequent references 
0 women’s legs and forms in gen- 
tral, the Kinsey Report, a baby’s 
bottom, diapering, cows’ udders, 
laving a baby, a hen laying an/| 
gg, dogs at hydrants and other 
uggestive expressions and sub- 


ects not usually made in good| 
ompany. Let us remember that | 
adio goes into millions of homes | 
{ clean-minded people who don’t | 
want their children’s minds clut-| 
ered up with such sophisticated | 
ith! 
Perhaps this is all due to the 
wed of new blood—new come-| 
ans—new talent—new types of| 
hOWS—NEW IDEAS—new jokes— 
id certainly new gag writers. | 
he writers are all in a rut and| 
mply copy another’s style and/| 
kes. . . 
Probably the trouble is just| 
00 much Hollywood! Too 
~phistication; not enough home- 
pun entertainment! Note the 
ypularity of the barn dance type 
‘ograms and the hillbilly music, 
‘en though we may personally 
latest both. It is my opinion that 
le writers ought to move away 
10m Hollywood and not mingle 
‘0 much with each other. Let 
em get out in the real America 
Rid mix with ordinary folks scat- 
red throughout the nation. 

The stars, too, seem to have lost 
ieir perspective by playing to 
follywood and New York audi- 


ices. They are playing to a few 


hundred people whom they see in 
the studio audience, and to other 
stars, radio bigwigs and prospec- 
tive sponsors, instead of to the 
average American, sitting at home 
in his stocking feet, reading his 
newspaper. If the actors hear a 
squeal of delight from the teen- 
agers in the audience at an off- 
color remark, or if they get a 
howl of laughter by mugging or 
by removing their pants, they 
think the whole country is agog. 

If only someone could invent a. 
device that would make a clicking | 
noise at the microphone as radios | 
are being turned off in the homes! | 
Then the comedians would — 
realize how nauseating their so-'| 
called humor is to the average 
listener (who didn’t get a free pass | 
to the studio) and how boring his | 
show has become!... 

Another thing which I can’t) 
understand is why the networks | 
allow the free references to other | 
advertisers’ products which some)! 
stars are invariably making. I 
can’t believe it is purely coinci-| 
dental that Bob Hope, for instance, 
has had a Yo Yo joke on every 
program. Nor is it a coincidence 
that Band-Aids, Dixie Cups and 
other well known products are 
plugged so frequently by many) 

I also think professional laugh- 
ers are a disgrace! If a comedian 
can’t get laughs by normal means, | 
he shouldn’t be on the air. The| 
public isn’t always duped by those | 
laughs heard at the end of every 
joke or remark—those same, loud, 
annoying laughs that can be heard 
above all others. . . 
Some of the programs encour- | 
age whistling by the studio audi-| 
ence. That shrill noise is not! 
pleasant when heard in the home. 
Sound control engineers are often 
to blame for allowing a program, | 
particularly music, to become ob-| 
noxiously loud, even though it is| 
played that way. Can it not be) 
controlled? When a person sets his 
radio at a tone he and his family | 


can comfortably hear and enjoy, he | 


shouldn’t have to jump out of his| 
chair every few minutes to turn | 
down a set because of the orches- | 
tra’s crescendo, or a_ fanfare. 
When the man of the house has 
to get up from his easy chair fre- 
quently to “turn down that noise,” | 
he is apt to say, “to hell with it,” 
and turn off the darn radio. 

When will the radio industry 
hear radio as the public hears it— 
and clean house? 

Leo P. Bott Jr., 

Leo P. Bott Jr., Advertising, 

Chicago. 


Wanted 


To the Editor: This agency will 
be interested in obtaining infor- 
mation leading to the arrest of 
the midget models who are used 
by agencies in preparing outdoor 
and magazine copy illustrating 
new king size automobiles. 

E. NusBAuM, 

Vice-President, Nolan & 

Twichell Advertising Agency, 

Albany. 


South Philadelphia. He succeeds 


Tracy Appoints Bandoli = 5°ul! Hyland. 


Marvin S. Bandoli, formerly 
president of the Bandoli-McIntyre | 
Company, Los Angeles, appliance) Moves Chicago Office 


distributor in southern California, | 
has been named vice-president in | American Trade Magazines, Inc., 


charge of sales of Tracy Mfg. 


Company, Pittsburgh. He will Digest. h te maw 
head the sales program for Tracy | at St., Chicago. 


Customized kitchens. 

Appoints Soucek Lloyd Herrold Moves 
Romus Soucek, West Coast Lloyd Herrold Company, contest 

headquarters aviation representa- | and premium promotion organiza- 

tive of Westinghouse Electric Cor- | tion, has opened new offices in the 

poration, has been appointed sales| Lucien Lelong building, 6 N. 


manager of the Westinghouse | Michigan Ave., Chicago. David M. 
aviation gas turbine division in| Donald Jr., previously in the ad- 


|publisher of the American Dry-| 
\cleaner and American Laundry | New 


| vertising department of Simmons 


Mfg. Company, is general man- 


| ager of the company. 


‘Canada V-8 to D-F-S 


Campbell Soup Company Ltd., 
Toronto, has appointed 
Dancer-Fitzgerald-Sample (Can- 


'ada) Ltd., Toronto, to handle the 


advertising for V-8 


juices. 


Four A’s Adds Sullivan 


Daniel F. Sullivan Company, 
Boston, has been elected to mem- 


vegetable 


|bership in the American Associa- 
ition of Advertising Agencies. 


“Timber is a 


makes Tacoma a 
Tacoma-Pierce 


TACOMA 


The Tacoma-Seattle area does 55% 
of Washington State's business. You 
do a thorough job here only when j 
you get full coverage — and 
**must."* 

County 
coverage figures tell why: 


The 
Tie ws Tribune 


Now Delivering More Than 60,000 Daily 


Crop” 


that 
These 
percent-of- 


NEWS TRIBUNE 79% 
Second Tacoma Paper 31% 
‘ Seattle Morning Paper 10% — 
Seattle Evening Paper .......... 


nm will 
keep- 
iD, 
ago. | 
| Weyerhaeuser’s Forestry Practices 
| |, Assure Payrolls - Today and Tomorrow 
er Oe Company — and in all operating units throughout 
Washington and Oregon — the future is always of ig 
the utilization of the timber crop . . . developing new 
forest products — all these play a part in the company’s 
permenent production program. It is one more important 
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Packard Ad Team 


Swears by Value 
of Timely Slant 


Media, Theme Shift 
as Class Car Maker 
Develops Fast Pace 


By M. HOLLINGSWORTH 


Detroit—A rapier in the hands 
of an expert is a lot better than 
a bludgeon. 

On this theory, an adroit, flex- 
ible and fast hitting advertising 
program, unique to the automo- 
tive industry, has been developed 
by Packard Motor Car Company, 
under the guidance of Hugh W. 
Hitchcock, advertising director of 
this 49-year-old class motor car 
maker. 

Packard’s program is unusual in 
many respects, but chiefly so for 
the effective employment of a 
technique that gives it a flexibil- 
ity unheard of in the industry, 
whose members traditionally map 


7 


‘program, often refers to 


team.” It’s teamwork, he insists, 
|that makes the program. This | times, meet competition and get| 
team is a closely meshed product | in the fast, telling blows that have 


| 


| 
group representing Packard ad- 
'_vertising, sales and engineering 
|personnel and the agency, Young 
'& Rubicam, (Detroit and New 
|'York). Sitting at the head of this 
team is George T. Christopher, 
|Packard president and general 
manager, whose active interest in 
‘company advertising is also highly 
| unusual. 


Unusual Industry 


Mr. Christopher’s presence at the 
frequent team meetings is entirely 
in the role of interested party. It 


G. Christopher H. Hitchcock 


| campaigns a year in advance and 
| pull ads from shelves on schedule. 
Hugh Hitchcock, discussing the|that the company’s 
“our | program has been made flexible— | 


| Hitchcock, who has been identi- 
fied with Packard for 26 years, | 
advertising | 


|to shift quickly to the tune of the 


brought in an avalanche of mail 
applauding the new technique. 

At the team meetings, sales ex- | 
ecutives express their opinions in 
what direction copy should be. 
slanted. And before copy is re-| 
leased an engineer passes on it 


before it in turn is submitted tO) tm 

policy of never saying anything in| 


PACKARD 


print that couldn’t be supported 
in a court of law. 


Started with a Survey 


The 1948 program was outlined 
by Mr. Hitchcock as the best ex- 
ample of the operation of Pack- 
ard’s new advertising slant. The 
program was preceded by an ex- 


haustive research job by Y&R at 
the request of Mr. Christopher. mal and scholarly approach to one! be brought together through for- 


Using a “Gallup Poll standard | °f youthfulness, freshness and at | midable copy that is designed and 
of questions,” the crew contacted times flippancy. This new copy aimed at telling the story at the 
4,500 automobile owners in all and layout slant is frankly aimed | time when the story will do the 
sections of the country. “This re-| at the younger group in the mid-/ most good. 


search report told us a helluva lot| le 30’s while keeping in mind| Sar 
and it wasn't all complimentary,” | the business leader and_ stock Oneida Will Launch 


THE OLD AND THE NEW—At left above is an example of Packard Moto: 

not-so-long-ago advertising, which is quite different from the magazine ac 

shown at right, to run in late July, and to appeal to a somewhat younger set 
than did the earlier Packard copy. 


is infrequent that he fails to put 
his stamp of approval on each de- 
cision. The Packard boss wants 
to be “in on the know”; he long 
ago recognized that advertising 
deserved top-division status. 

One reason for the Packard 
|technique is its unusual position 
|in the automobile trade. It has 
produced an average of 2% of the 
|total output and at the same time 
has been forced to remain in the 
luxury class while competing with 
wealthier rivals. Packard’s pro- 
duction is being increased with an 
aim of a minimum of 5% of the 
| country’s automobile output. 

It is under the guidance of Mr. 


to the 


2'/2 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


is 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


ROY M. LYNNES. Publisher 


1230 Washington Bivd., Chicago 7, 
Write on Business Letterhead For Market Date Folder 


THE DAKOTAS 


Four Billion Dollar Farm Market! 


+f. 


Excluding the value of farm land, 
farm equipment, buildings and per- 
sonal property, the Dakotas TODAY 
have liquid cash resources of $1,741, 
996,883.00, a livestock inventory of 
$1,396,312,000.00, and an estimated 
crop production of $834,627,000.00. 


YOUR ADVERTISING MESSAGE 


reaches 100,000 Dakota farm families in 
one compact, responsive market... N.D. 


AMERICA’S 5th FARM MARKET 


~The Dakota Farmer is the only farm 
paper published since 1881 specifi- 
cally for, and in the interest of, the 
Dakotas. 100% of the editorial con- 
tent is of intensive interest to Dakota 
farmers. 

That is why, in the Dakotas TODAY, 
the magazine that is of the most use 
to the most people and is the first in 
advertising for the territory, is... 


ABERDEEN, SOUTH DAKOTA 


P. MALONEY, Advertising Manager 


Mr. Hitchcock admits. 


broker. 


Results of the survey were 
given to all Packard divisions for’) 
their various uses, but the “team”| 19 
took it as gospel immediately and 
began drafting a program to at- 
tack sales resistance and misinfor- 
mation. 

The advertising background had 
selec. | is the steadily increasing 
(spot) backlog of Packard orders and its 
beer, | Wide acceptance, as shown by the 

il ‘largest volume of favorable mail 
comparatively smau. ever received. 

; new Packard approac e mos 

; sed of the outstanding changes | stimulating and challenging spirit 

~|vertising in a decade. e re- 

for sponse from regional managers, 

- |been “downright fantastic.” 

For the first half of 1948, Pack-| “Young & Rubicam has handled 

sell Packard account for 16 years. 

|Many of the agency men now on 

in all of 1947. Also, the 1948 news- the pits hoo ao as with it 

paper space is setting an all-time) since the beginning of the Pack- 

| record for the company. Currently, | arq-y&R relationship, which Mr. 

1,093 ee in 1,065 cities! Hitchcock calls “interesting, co- 
used. ” 
operative and healthy. 

_ The current magazine program | PY&R officials and the Packard 

is divided among mass weeklies, | group are soundly convinced that 


| class monthlies and women’s jour- | the product and customer can best 
inals. In the first group are Col-| 


Agency for 16 Years 


“Can you imagine a Packard ad 

years ago headed by our ‘Hello 
|Gorgeous’ in current magazines?” 
|Mr. Hitchcock questioned. We 


cess of the new program, it is 


The best testimonial to the suc-| 


Heirloom Campaign 

| A new campaign for Heirloom 
|sterling silver, a product of 
Oneida Ltd., Oneida, N. Y., will 
begin in October. Four-color ads 
will appear in Bride’s Magazine, 
|Guide for the Bride, Harper’s Ba- 
|zaar, House Beautiful, House & 
| Garden, Ladies’ Home Journal, 
| Mademoiselle, Mademoiselle’s Liv- 
and Vogue. 

| Newspaper mats, material for 
radio commercials and displays 
/and direct mail aids are being 
|'mailed to dealers. The agency is 
the J. Walter Thompson Company, 
New York. 


Airline Appoints Gould 
Theodore P. Gould, formerly 
vice - president of Scandinavian 
Airlines System, has been named 
director of passenger sales of 
American Airlines, New York, ef- 
fective July 15. He was with 
American from 1940 to 1945. 


Joins ‘Argosy’ 

William St. Amant, formerly 
|sales manager of Campbell-Fair- 
‘banks Exposition and vice-presi- 
dent and, advertising manager of 
‘Hunting & Fishing, New York, has 
joined the eastern sales staff of 
Argosy, New York. 


| lier’s, Life, Newsweek, The New 
| Yorker, The Saturday Evening 
Post and Time. The class group 
includes Fortune and Town & 
Country, while Harper’s Bazaar 
‘and Vogue are used to make sure 
women’s attention. 


90-Day Maximum Set | 


| Since its inception last fall, the 
|new ad program has been kept 
' fluid, and copy is prepared a maxi- 
'mum of 90 days in advance to 
_permit shifts of emphasis to meet 
|new developments. One of the 
|first pay-offs of the technique 
came last winter, when Packard| 
dealer reports showed much en- 
'thusiasm over the heating and 
|ventilation system of the 1948 
models. Mr. Hitchcock’s team| 
'shifted signals fast enough to call 
a quick play in all magazine and 
|newspaper copy in March, with 
lan advertisement headed “Rain or 
|shine, Packard owners make their 
weather.” 

The personable Packard adver- 
|tising director is a champion of 
provocative advertisement. 
For years he has preached the 
|doctrine that to be good, ad copy 
|must be interesting. “When the 
auto industry was writing copy 
|about nuts and bolts it was shoot- 
ing far wide of the mark,” Hitch- 
cock declares. 

It was a combination of this 
thinking and the research report 
that brought the drastic shift in 
Packard copy from the staid, for- 
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(52,000 cops 
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PRIVATE PLANTS” 


RTS MONTHLY | 


S. DEARBORN ST. [44.9 CHICAGO 5, ILLINOIS 
The World's Most Widely Read Graphic Arts 
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Westinghouse Ads 
Offer Countries 
U. Market Help 


Expanded Industry, 
Improved Trade, 
Are Drive's Objects 


New YorKk—Next month Wes-| 
tinghouse Electric International 
Company will start a new cam- 
paign to sell the name Westing- 
house abroad. 

The drive is keyed to one theme 
—how Westinghouse can help 
countries or industries within 
those countries’ in a variety of 
ways. 

Financial and business leaders 
abroad will be offered opportunity 
for more profits, for social prog- 
ress, for broadened industrial de- 
velopment and for greater mar-| 
kets. 

To accomplish this job, Westing- 
house has scheduled six adver- 
tisements to run monthly during 
the last half of 1948, with heaviest 
emphasis in 20 countries which 
WEICO regards as the top mar- 
kets of the world. 

The advertisements will talk di- 


rectly to the foreign business man 
about how he can get regular air- | 
line service for his country, how | 
he can cut tuberculosis loss, gain | 
U. S. markets for his products, 
step up industrialization, attract | 
new industry to his country, etc. 


Part of Larger Drive 


The foreign campaign is part 
of the three-pronged drive of 
Westinghouse, with the domestic 
campaign, in which the company 
offers help to manufacturers in 
setting up export departments 
(AA, June 7), already in opera- 
tion. 

To carry the advertisements, 
Westinghouse International has 
lined up the following publica- 
tions: Reader’s Digest (French, 
Belgian, Portuguese, Spanish, 
South African editions), Time 
(Atlantic, Latin American, Pacific 
Overseas editions), Far East Ad- 
vertiser, Life international edition, 


Fazenda, Newsweek (continental 
and Pacific editions), American 
Exporter (and El Ezxportador 
Americano), Norte Revista Con- 
tinental, Mecanics Popular. This| 
means more than 3,000,000 cir-| 
“the top | 

| 

| 


20” markets. 

A simultaneous technical-insti- | 
tutional campaign will be carried | 
In- 
dustria (and the Construccion | 
edition), El Exportad or Ameri-| 
cano Industrial (and the English | 
language edition), Guia de Im-| 
portadores, World’s Business, | 
Commercial America, America 
Commercial, America Industrial, | 
McGraw-Hill Digest, El Taller 
Mecanico Moderno (and its Portu- 
guese edition). 


Ranked 54 Countries 


Special copy will run in UN) 
World, announcing the general) 
wrogram. The selection of the 20 
narkets was based upon such cri- | 
teria as dollar exchange, import 
‘estrictions, past sales perform- 
ince of the area, future potential, 
listributors’ performance, 
ater, the effect of ERP aid on the. 
untry’s buying power. 

On this basis, Westinghouse and 
ts agency, Fuller & Smith & Ross, 
‘anked 54 countries, ranging from 
3razil (with a market potential 
f 83 leading the list) to Spain 
market potential of 16, even 
umped with “others”). The top 
10 markets are predominantly in 
satin America and the Caribbean, | 
ilthough ERP will advance some 


western European countries to the | 
select group. 

Because it thinks the overseas 
advertising is particularly note- 
worthy, the company is mailing | 
a special brochure to 100 leaders | 


selling large quantities of any 


commodity needed by U. S. buy-| 


” 


ers,” and the company “will act 


as broker or distributor, or make | 


outright purchases for resale.” 


Westinghouse offers help to 


Cannon to Hilton 


Poppy Cannon, formerly with 
| Maxon, Inc., has been appointed 
vice-president and account ex- 
ecutive of Peter Hilton, Inc., New 
| York. In addition to supervising 


in politics, industry and education.| U. S. companies that want to get| food, fashion, cosmetic and appli- 
Less plushy brochures go to a/their feet wet in the international; ance accounts, Mrs. Cannon will 


wide range of opinion leaders. 


The brochure is entitled “A|companies that want to improve, 


Practical Program of Action for | 
World Progress,” and _ notes: | 
“Business has the experience and 
resources to do the job [of rais- 
ing the world’s standard of living}. 
But business also has a special 
responsibility . . . that of sharing 
with the world its knowledge of | 
how to put industry to work.” 


But Plenty of ‘Sell’ 


Like its domestic program, 
Westinghouse’s international cam- 


paign is deceptively altruistic. It Newly Weds to Goodkind | president 


combines plenty of sell with its 
economic uplift. 

Westinghouse tells about its im-| 
port department, which will “as-| 
sist you in every possible way in| 


industrial standards or bid for the 
American market. 


Extend CFRB License 


The board of governors, Cana- 
ian Broadcasting Corporation, 
Ottawa, has agreed to support a 


mental kitchen for the Hilton 
agency. Before joining Maxon she 
edited the food column of Made- 
|moiselle and 
Mademoiselle’s Living. 


Fifty Club Elects 


Alfred W. Delamater, assistant 
treasurer of Land Title & Trust 


‘trade pool, and help to foreign install and maintain an experi- | 


is now food editor | 


request to extend the license of | Company, has been elected presi-_ 


to complete its new 50,000-watt 
transmitter. 


‘lations executives. William H. 
Radbaugh, executive director of 
ithe South Jersey Manufacturing 
Association, has been named vice- 
and Thelma Beresin, 


Station CFRB, Toronto, until Aug. | dent of the Fifty Club, Philadel-| 
|31, in order to enable the station phia, an organization of public re- 


Newly Weds Baking Company, | public relations director of Gray | 


Chicago manufacturer of ice 
cream cake roll, has appointed 
Goodkind, Joice & Morgan, Chi- 
cago, as its agency. 


|& Rogers, secretary. George J. 
| Watts Jr., public relations direc- 
tor of the Corn Exchange National 
Bank, was reelected treasurer. 


| 


' 


Kreisler Boosts Keilus 


Julien E. Keilus, assistant sales 
manager, has been promoted to 
sales manager of Jacques Kreisler 
Mfg. Corporation, North Bergen, 
N. J., manufacturer of watch 
bands and men’s jewelry. 


Joins Gray & Rogers 

James E. Ryan has been ap- 
pointed assistant research director 
of Gray & Rogers, Philadelphia. 


@ EXPORT @ 
TRADE « SHIPPER 
Circulates in the U. S. A. 
It is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


... like California without the 


ollar ees 


N CALIFORNIA'S great inland market, total annual buy- 
| ing power now runs close to $2 Billion. Retail sales top 
San Francisco's by $250 million*. But you can’t tap this 
buying power with outside newspapers. In the Billion 
Dollar Valley you need the strong /ocal papers — The 


= at 
Socromento 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles ° 


New York °* 


Detroit * Chicago * 


San Francisco 


Sacramento Bee, The Modesto Bee and The Fresno Bee. 

Get all the facts on this fast growing market. Read 
the 1948 Edition of the Consumer Analysis...a report 
on buying habits, ownership and dealer distribution in 
the Billion Dollar Valley of the Bees. Available’ from 
your nearest O'Mara & Ormsbee office or Research De- 
partment, McClatchy Newspapers, Sacramento, California. 


*Sales Management's 1947 Copyrighted Survey 


ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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‘Gazette’ Promotes Two 


John W. Eddy, retail advertis- 
ing manager of the Schenectady 
Gazette, has been promoted to ad- 
vertising manager. He has been 
with the newspaper since 1922. 
Mark F. Collins, who joined the 
Gazette in 1940, succeeds Mr. 
Eddy as retail advertising man- 
ager. 


O’Meara Elected V.P. 


Daniel J. O’Meara, director of 
the merchandising department of 
Sullivan, Stauffer, Colwell & Bay- 
les, New York, has been appointed 
a vice-president of the agency. 


For extra fine 
offset printing 
call Whitehall 5957 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 


Telephone Whitehall 5957 


Astaire Aims Drive 
at Non-Dancing 


Business Men 


Plans $10,000 Dance 
Contest Promoting 
Movie and Studios 


By PATRICIA RYDEN 


New York—Everybody dances 
over at Fred Astaire’s. Instead of 
a short interview with Charles L. 
Casanave, executive vice-presi- 
dent and Mr. Astaire’s business 
partner, this reporter found her- 
self (1) learning the rhumba and 
samba with a handsome instructor 
and (2) finishing a talk with Mr. 
Casanave by doing a peppy fox- 
trot. 

Although the year-old studios 
have some important promotion 
plans down on their dante card, 
the school’s point-of-sale method 
seems to be its most powerful 
selling agent. 

Stepping off the elevator, the 
first thing that hits the prospec- 
tive customer is Fred Astaire 
himself, in his famous white tie 
and tails, going through one of 
his more energetic dance routines. 
Of course Mr. Astaire is there in 
spirit only. Most of the time his 
physical likeness is in the form 
of an enormous wall mirror, 
which he seems to be dancing 
out of. 


Choice of Rhythms 


After giving me a tour of the 30 
dancing studios, some in the Latin 


“To THE BANK 


CHOLMONDELEY' 


Er—ah—harumph ... we beg 
your pahdon, but do you know 
that us hayseeds in the Red 
River Valley have an Effective 
Buying Income, per family, of 
$4491 — as compared with 
$4009 for the “rich” state of 
Pennsylvania — $4119 for Illi- 
nois — $3890 for Wisconsin? 
(Sales Management, 1947.) 


And WDAY just about set the 
U. S. record for popularity 


within its area, too. Proof: 


90,128 people mailed an entry 
in our first 1948 rural contest 
sponsored by a livestock feed 
company. City folks love us, 
too. Average 
Hooperating 24.6 
Hooper 


daytime city 
(C. E. 
Fall, 1947.) 


FARGO, N. D. 
NBC ¢ 970 KILOCYCLES 
5000 WATTS 


FREE & PETERS, 


Netional 


American decor to get you in the 
mood for a samba or rhumba and 
some with line drawings of Mr. 
Astaire himself in various dancing 
poses, my escort, a teacher at the 
school, decided that I should trip 
the light fantastic with him for a 
while before meeting Mr. Casa- 
nave. 

While miraculously learning the 
rhumba and samba within a half- 
hour, my partner, a former Arthur 
Murray teacher, told me that when 
Mr. Astaire is not busy making 
a picture in Hollywood, he in- 
structs the teachers in new rou- 
tines at the studio and sometimes 
overwhelms a student by walking 
in and asking for a dance. 

In each of these dance studios 
is a dial with a choice of eight 
dance rhythms. With a twist of 
the wrist the dancers may hear a 
rhumba, foxtrot, waltz, fast 
rhumba, samba, etc. All the rooms 
are wired to another small room 
containing eight Capehart record 
players, each with records of 
these various rhythms. 


Has 36 Studios 


Finally Mr. Casanave’s secre- 
tary waltzed in and said her boss 
was free to see me. I was ushered 
into a large office decorated in 
gay California colors. Mr. Casa- 
nave looks more like the Holly- 
wood movie executive he has been 
most of his life than a New 
York business man. His well- 
tanned complexion and tropical 
suit blended right in with the 
tropical furnishings. 

Since his partner can’t resist 
the motion picture world, Mr. 
Casanave stays in New York and 
handles all business for the stu- 
dios, of which there are 36 in this 
country. These studios are operated 
by franchises backed by such fam- 
ous people as the Stevens hotel 
clan, who run the Columbus and 
Cleveland studios, and a branch of 
the Schlitz family in Milwaukee. 
About 10 of the studios are located 
in swanky resorts. The newest 
one opened recently at Robert R. 
Young’s fabulous weekend party 
at his Greenbrier Hotel at White 
Sulphur Springs, W. Va. 


Use Newspapers Chiefly 


During their first year, the stu- 
dios have advertised, for the most 
part, in newspapers. Mr. Casa- 
nave reports that they have spent 
about $100,000 but plan to boost 
that figure this year. In the course 
of the year, they taught about 
7,000 people to dance, at $10 an 
hour. 

One of the biggest promotions 
for the studios will break June 30, 
coincident with the premiere of 
Mr. Astaire’s latest picture, 
“Easter Parade,” at Loew’s State 
theater in New York. Theaters 
showing this picture throughout 


the country will hold a dance con- 
test on their stages, with the final | 
winning couples receiving $10,000 
worth of dancing lessons from the | 
Astaire studios. The theaters will | 
promote this contest in advance) 
with posters on the marquees and | 
trailers on the screen. | 

But the Astaire studios will | 
reach out to the business men and | 
women next year, Mr. Casanave| 
told AA. “They never fully relate 
dancing as a business asset,” he! 
said. Mr. Casanave feels that a. 
man, taking a group of friends or 
business acquaintances out for an 
evening, is forgetting something 


| very important, like a tie, or shirt, 
|if he can’t dance. 


“We're going right to the door 
and into magazines which reach | 
these business people,” he _ re- 


| ported. 


Dancing into Employe Relations 


During the past year the studio 
sent out 2,000 letters to business 
firms and followed them up with. 
personal calls. “The response has | 
been excellent,” he said. 

The Astaire studios have also 
contacted numerous personnel | 


The curtain rises on 


FERGUSON 


Now.. 


FERGUSON TRACTOR 


Advertising Age, June 28, 194f 


Ferguson all the 


FERGUSON IMPLEMENTS 


FERGUSON SYSTEM 


THE CURTAIN RISES—Harry Ferguson's new tractor, temporarily being im- 

ported from England, has been introduced to American farmers and dealers 

with ads similar to the above. Undaunted by the dissolution of the Ford-Fergu- 

son partnership, Harry Ferguson declares his new Michigan factory will be 
turning out Ferguson tractors by August. 


managers of large companies and 
have succeeded in convincing 
them that dancing is the key to 
better employe relations. “We 
have plant nights here—on one 
night American Airlines boys and 
girls come over and have a won- 
derful time.” 

With a switch of a dial on his 
office radio, Mr. Casanave asked 
for the next dance and proceeded 
to demonstrate to me the right 
and wrong ways of dancing and 
how the studios can correct the 
latter. The former motion picture 
executive said that they have been 
approached by prospective televi- 
sion sponsors and are currently 
working out a show. The Monroe 
Greenthal Company, New York, 
handles their advertising. 


Owns Outdoor Device 


Before his association with Fred 
Astaire, Charles L. Casanave held 
various positions in the film in- 
dustry. At one time he owned 
American Display Corporation 
franchises for 14 central states, 
later becoming vice-president and 
general manager of the company. 

After seven years of study and 
planning to bring about centralized 
distribution of motion picture 
standard accessories, he became 
vice-president and general man- 
ager of National Screen Accesso- 
ries, Inc., and Advertising Acces- 
sories. 

In 1942 Mr. Casanave resigned 
to become president and treasurer 
of Casanave-Artlee Pictures, Inc., 


Casanave Pictures, Sixteen M. M. 
Pictures and president of the 
Luron Company of America. The 
latter firm owns a new patented 
electrical device for use in signs 
and outdoor displays. Among 
many firms licensed under these 
patents are General Outdoor Ad- 
vertising and Federal Electric. 


Sterling Drug Names 
Two Vice-Presidents 


R. E. Gray, general sales man- 
ager of Sterling Drug, Inc., New 
York, has been appointed divi- 
sional vice-president of the Cen- 
taur-Caldwell division of Sterling 
Drug. Mr. Gray has been with 
Sterling since 1931 and has been 
in complete charge of all sales of 
Charles H. Fletcher Castoria, Dr. 
Caldwell’s laxative, Midol, Iron- 
ized Yeast, Molle shaving cream, 
Campho-Phenique, Z. B. T. baby 
powder and Jayne’s P-W Vermi- 
fuge. 

P. Val Kolb, vice-president of 
Winthrop - Stearns, Inc., Sterling 
subsidiary, has been appointed by 
Sterling as vice-president of Gen- 
eral Drug Company. 


Druggists to Wesley 


The American Druggists Syndi- 
cate, Drug Products Company and 
Purity Drug Company, has ap- 
pointed the Wesley Associates, 
New York, to handle its advertis- 
ing and merchandising. The com- 
pany will begin a campaign in late 
September using newspapers to 
develop the scope of retail sales 
for existing ADS stores and ex- 
pand ADS franchise stores. 


of quality engraving 


and service 


FE 


a 


REVERE 
FOR 
COLOR 


Paul Revere ys 
America s First Engraver 


PHOTO ENGRAVING CO. 


7I2 FEDERAL STREET CHICAGO S 


Phone WAbosh 8816-8817-8818 


sion, 
divis 
tion, 
tice 
ket 
secti 
erati 
veste 
Fr, 
dent 
activ 
sume 
oper: 


speci 


as fo 


nator 
prog! 
point 
tion | 
ries 
plies 
plem«s 
sions 
Sales 
vided 
and € 
the c 
ous d 
Sanize 
work 
“6. 
desigz 
eratio 
can b 
to all 


At 
| | 
TRACTOR I 
i 
| Sta 
| | | 
| | > pla 
con 
| FERGUSON TRACTOR AND FERGUSON SYSTEM IMPLEMENTS div 
| me: 
nou 
rev 
tisi 
gan 
| con 
was 
org 
| the 
mer! 
| con 
wit 
the 
| rese 
ket 
cati 
| 
N 
up 
time 
acti 
dep: 
divi 
| ope! 
tion: 
ing 
seve 
and 
Peck 
sum 
W. | 
buck 
TI 
sion: 
each 
men 
J. 
- \| | Vi) 
x a\ \ I 
| 
| = \} | 
| ‘ | * 
| 
ae. Jam 
7 = : ger 
| ad bk 
succee 
manag 


CO. 


wt: 


Advertising Age, June 28, 1948 


IH Appoints Y&R 
for $2,500,000 
Truck Account 


(Continued from Page 1) 
Stars” program over NBC. 

TH said that the “decision to 
place part of its heavy advertis- 
ing responsibilities in new chan- 
nels has been in prospect in the 
company since its operations were 
divisionalized in 1943.” 

The consumer relations depart- 
ment took the occasion of an-| 
nouncing Y&R’s appointment to 
reveal that the company adver- 
tising and sales promotion or- 
ganization has been reorganized. 

“Experience gained since the 
consumer relations department 
was established in 1943” led to the 
organizational move. In that year, 
the separate advertising depart- 
ment took its place in the new 
consumer relations department) 
with other divisions dealing with 
the consumer in several fields— | 
research into farm practice, mar- | 
ket analysis, sales promotion, edu- 
cation and training, etc. 

‘Line’ and ‘Staff’ 

Nine major divisions were set 
up in the new department at that 
time. Now, further streamlining 
activities, the consumer relations 
department’s functions have been 
divided into “line” and “staff” | 
operation groups. 

Line operation personnel, under | 
the direction of general super-| 
visors, handle the two major func- | 
tions of the department, advertis- | 
ing and sales promotion, for the) 
several manufacturing divisions 
and their many products. M. F. 
Peckels is manager of the con- 
sumer relations department, and 
W. O. Maxwell and W. L. Nina- 
buck are assistant managers. 

The various sections and divi- 
sions within the department are 
as follows, with supervisors of 
each: General line sales depart- 
ment (including refrigeration), 
J. M. Strasser; motor truck divi- 
sion, F. J. Grede; industrial power 
division, Don Jones; sales promo- 


} 


stion, R. S. Williams; farm prac- 


tice research, A. P. Yerkes; mar- 
ket research, H. P. Patheal; staff 
sections, H. C. Wright; office op- 
erations, S. C. Holton; and Har- 
vester press (no chief designated). 

Frank W. Jenks, IH vice-presi- 
dent in charge of merchandising 
activities, explained that the con- 
sumer relations department’s staff 
operations are manned to supply 
special service to the line groups 
as follows: 


6 Special Services 


“1. A sales promotion coordi- 
nator reviews all sales promotion 
programs from aé policy stand- 
point and provides sales promo- 
tion counsel to management. 

“2. Farm practice research car- 
ries on investigations and sup- 
plies information to the farm im- 
plement and farm tractor divi- 
sions as well as the general line 
sales department. 

“3. Market research is _ pro- 
vided for the sales departments 
and each of the divisions. 

“4. The staff sections provide 
the creative services to the vari- 
ous divisions. 

“5. Office operations are or- 
Sanized to control the internal 
work of the department. 

“6. The Harvester Press... is 
designated as a part of staff op- 
erations in order that its services 
can be made completely available 
to all divisions of the company.” 


‘NY Sun’ Names Daly 


James J. Daly has been ap-| 
pointed classified advertising man- 
‘ger of the New York Sun. He 
had been assistant manager and 
Succeeds P. L. Meyer, who was 
promoted to retail advertising 
manager earlier this year. 


EDGAR BOGARDUS 
Cuicaco—Edgar Bogardus, for- 

mer assistant to the vice-presiden 

in charge of sales of Standard Oil | 1887. 


|partnership in 


the mail 
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order |road’s publication, came to New| HENRY W. SANDBERG 


company after he was hired by York in 1913 as editor of Munsey’s 
¢| Richard W. Sears as a manager in| Magazine. 


BattLe CreekK—Henry W. Sand- 


He formerly was City|perg 52, general manager of the 
He had lived in Tujunga,/|editor of the New York Press and Post Cereals division of General 


: inc i j i iti he New York 
n Indiana), died at his Cal., since his retirement in 1940) held positions on t Foods Corporation, died suddenly 
ey — ~ At the time and was visiting a daughter here American Sun and Evening World. at his home here June 17. 


of his retirement in 1935, he had | When he died. 
served the company for 45 of its 
46 years. 


Mason, 66, owner and publisher Syracuse 


JAMES L. GILLOREN 
| Onewa, N. Y.—James L. Gil-| former advertising manager of| the Postum Cereal Company, pre- 
WILLIAM EDGE MASON loren, 54, in charge of advertis-| Falls City Brewing Company, die 

Supsury, ONT. — William Edge |i™& at the Oneida bureau of the here June 16. Previously he was 


Herald-Journal, died with the General Outdoor Adver- 


ELLIOT HAYNES 


He had been with General 


Foods since 1923, when he was 


LOUISVILLE — Elliot L. Haynes assistant to the vice-president of 


of the Sudbury Star and North| here June 18 of a heart attack. |tising Company. 


Bay Nugget, died here June 22 o 
coronary thrombosis. Mr. Mason 29 years. 
operated Station CKSO here. = 
C. W. Y. CURRIE 
ALVAH C. ROEBUCK 


¢| He had been with the newspaper | 


HENRY L. JACKSON 
Mount CarMet, Pa.—Henry L. 
Jackson, 36, men’s fashion editor 


Cuicaco—Alvah C. Roebuck, 84, | publicity manager of the New | Field & Stream and fashion edi- 
co-founder of Sears, Roebuck &|York Central System, died of a tor of Men's Reporter, New York, | 
Co., died of a heart attack here heart attack near his office here| was killed in a United Air Lines | 


June 18. June 19. 
Mr. Roebuck rose from a job as | 


a Hammond watchmaker 


plane crash near here on June 17 


Mr. Currie, who also was editor|en route from the West Coast to 
to alof “Central Headlight,” the rail-| New York. 


q| decessor of GF. 
went to New York as assistant to 
the sales manager of confection- 
products. 


In that year he 


He returned to Bat- 


'tle Creek in 1947 with other ex- 
ecutives of the Post division. 


New York—C. W. Y. Currie, 64,| of Collier’s, men’s wear editor of | 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves nafional ed- 
vertisers with keen human-interest 


stories 
products. Popular, interesting, 


"ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, If. 
Phone RAV. 9010 


New 


ONLY THE DEW COVERS MORE GROUND 


TIMES-PICAYUNE Daily 


166,960* 


STATES Daily ......-.... 92,145* 


*ABC Publisher's Statement, 3 
Months Ending March 31, 1948 


MOE 


180,900 homes* in New Orleans 


SUNDAY 


and 


MORNING 


. . combined CITY circulation of 
the morning Times-Picayune and evening States 180,947, (plus 78,000 
additional trade territory readers! 


No other newspaper, no list of magazines, no network of radio sta- 
tions, no outdoor showing can approach the density of this coverage 
in the South's greatest market. 


In New Orleans only the dew reaches more homes than the combined 
Times-Picayune States, 


*Sales Management, 1947 
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Half of Ward's 
Top Executives 


They quit after Sewell 
‘chairman, called a 
meeting that rescinded new by- 
laws supposed to give Mr. Norton 


Market Potential 


2 additional powers. 
Still with Firm | No appointments have been 
Cuicaco—Montgomery Ward & made to replace those who have 
Co. late last week still had five|left. It is considered possible that 
of its nine vice-presidents. There| Mr. Norton may be succeeded by 
was question as to whether some William L. Keady, president of 


Must Be Ruling 
Factor: Barnes 


others, including Charles M. 


operations, would quit. 
Vice - presidents Lawrence H. 


Odell, merchandise manager; Ear] | 


G. Ward, comptroller and a di- 
rector; Oswald B. Higgins, general 


operating manager, and Lawrence | 


Appley, industrial and public re- 
lations chief, 
did Wilbur H. Norton, president. 
Also resigned as directors are 
George Whitney, president of J. P. 
Morgan & Co., and Harry P. 
Davison, Morgan vice-president. 


PHOTO 
YZ ENGRAVING 
|ICOMPANY 


198 seuth clinton street chicage 6, iineis 


have resigned, as) 


| United States Gypsum Company, 


QueBec—Advertisers were 


The TELEGRA 


‘WORCESTER, MASSACHUSETTS 


MOLONEY, REGAN & SCHMITT, INC.. NATIONAL REPRESENTATIVES 


Odorizzi, who heads mail order) of which Mr. Avery is chairman. | warned to abandon use of popula- of 
_ Chairman Avery is expected to| tion units as a marketing guide da. 
keep control firmly in his hands.| in favor of individual market po- ene 
He is the largest stockholder in| tentials, by Harold S. Barnes, as- cre 
Ward's. Under Illinois corporation | sistant director of the Bureau of ere 
law it is believed impossible for Advertising, American Newspaper FLACK HAPPY—Arms entwined and beaming at the New York convention of , 
any stockholder uprising next |Publishers Association, in a pres-| the National Federation of Sales Executives, are (left to right) Harry C. Ander- oe 
April—there have been rumors of | entation to the Newspaper Adver-| son, A. B. Dick Co.; Gene Flack, Sunshine Biscuits; Robert F. Whitney, new un 
this—to wrest control of the di- tising Executives Association| president of the NFSE, and John E. Wiley, chairman, Fuller & Smith & Ross, Ho 
| rectorate from Mr. Avery. meeting here. New York. - 
= Mr. Barnes said advertisers 
‘Frazier Joins DMAA ‘should question the conclusion 
as Executive Director (that soaring sales gains are proof " 

. P. Dutton | 
& Co., has been named executive | to keep pace with sales gains. He om 
director of the \said “the chief way to economy, for 
Direct Mail Ad- | that’s open, is cutting the cost of ser 
Bees distribution—which is why man- no 
York agement today is scrutinizing— dic 
Before serving particularly—advertising methods wo 
as General Mac- and expenditures.” ne? 
Arthur’s public He challenged “the prevailing 
relations officer philosophy that a customer in one , 
for engineers, part of the country is just as valu- Ho 
Mr. Frazier was able as a customer in any other co 
ar _of _ part of the country,” and pointed (R 
out that Utah’s annual per cap- 
B. Frank Frazier ita cigaret consumption is 1,191 
Company, Philadelphia. He starts ages abl 
_with DMAA Aug. 1. Jane Bell will | shire’s 3,162, but Utah’s per fam- 
: : : SCHENLEY HOSTS-—At a Schenley cocktail party for the National Federation ine 
fone eagg as secretary of the asso-/ ily spending for — - ox of Sales Executives, these were three Schenley executives present: K. H. Seidel, out 
‘| advertising director, Three Feathers Distributors; William Lewis, Schenley's na- I 
| aithou ichigan s per-laM~ tional convention director, and B. Balfour Haas, advertising director, Gibson 
Guthridge Named V.P. ily anti-freeze buying is 3.79 gal- Distilling. lea 
David P. Guthridge, account ex- | jons, and California’s is 0.07 gal-| 
at Curtine. ‘lon, “one manufacturer actually | 
spent more money in California | 
inc., Indianapolis agency. |than in New York—in spite of the | 
‘fact that New York’s anti-freeze 
consumption per family is 24 times 
as great.” 
Potential Is Guide | 
__ The presentation is called “Let | 
| Potential Be Your Guide,” and is | 
| the second in the series. The first | 
a slide-film called “Grass | 
'Roots and Greater Profits.” Both | 
‘are related to the bureau’s “all| 
business is local’ drive. 
Mr. Barnes said many adver- 
\tisers have forgotten that adver-| WORLD AND WOR—Flanked by Louis Dolivet, international editor, United 
'tisements are essentially house-| Nations World, and Egbert White, UN World's publisher, is Eugene Thomas, 
to-house messages. House-to-| sales manager of WOR and new president of the Sales Executives Club of 
‘house salesmen quickly learn to New York. The convention of the 
‘stay away from low potential ational Federation of Sales Executives. 
homes: the vacuum cleaner sales- | 
man stays away from the unwired 
home, the cosmetics canvasser 
makes more calls on women who FOR TIME BUYERS ABOUT 
spend $24 a year for beauty prep- 
arations than the ones who spend Bae A GR EAT MARKET AREA | 
$8. 
He cited three advertisers who | 
had adopted local potential for | 
advertising: Servel, Inc., sold a} 
gas-fired air conditioner for warm | THE WWVA AREA 
days and cool nights in San Fran- 
cisco; for mildew prevention in 
Houston and for hay fever in| is A $4-!, BILLION 
Dallas; Bridgeport Brass Com- | , 
pany’s Aer-o-sol bomb, which was 
| insects at the time of their on- | 
The eight million people who live and work 
halved its ad cost per 1,000 pounds | and listen in the WWVA area of Eastern 
|by scheduling advertising to con-| Ohio, Western Pennsylvania, West Virginia 
and Virginia comprise one of the nation’s 
Other advertisers who will! most important markets. Reach them with 
‘shortly use the technique are| one station, one cost, one billing — with 
|Lever Brothers, Standard Brands, WWVA. 
Lambert Pharmacal Company, Bi 
F. W. Fitch Company and Andrew | the 
| Jergens, Mr. Barnes said. See a PETRY Man Today! the 
estin 
tione 
| WBAP Sets Opening Date nent 
| A radio and television center— | until 
‘two-story $1,500,000 building with WHEELING, time 
o nine studios and a 400-seat audi- othe} 
MoM GAZ ETE | torium—will be opened in Fort| WEST VA ‘ new 
Georce Boorn Pubéisher - |TV, which will go on the air on 90,000 WATTS” CBS 
date, WBAP-FM, which is| 7 
‘expected to begin broadcasts EDWARD PETRY co. 
35 


OWNERS of RADIO STATION WTAG 


| shortly afterward, and WBAP. 
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Congress Adopts 


Postal Rate Hike; 
Most Services Hit /one-half cents for each two ounces 


(Continued from Page 1) |instead of the present one cent 
of a surprise around 1 a.m. Sun-|for small books and catalogs and 
day morning after the Senate had 
first balked at adopting rate in- 
creases during the present Con- 
gress. 


|which replaces the existing six- 
jcent to 22-cent schedule. They 
estimate the department will net 
| $14,600,000 from new third class 
'rates, including two cents for the 
‘first two ounces instead of the 


in bulk. 


‘largely direct mail 


meet opposition from the mem-| 
bers of the Senate postal com- 
mittee, and from Senate Repub- 
lican leader Robert Taft. 

On the Senate floor, the House 
postal rate ideas were called hasty 
and inadequate. In rallying votes 
for a substitute postal and civil 
service pay raise bill containing 
no rate increases, Sen. Taft pre-| publications, 


small books and catalogs 


cent per piece, with the pound 
|cents minimum. 

Fresh language governing con- 
trolled circulation publications 
eliminates the distinction between 


permitting all 


| present one and one-half cents on 
| circulars and other printed matter | 
not mailed in bulk, and one and/ cents per pound. 


| 


| 


the lighter and heavier weight| privacy. 
to' popular with publishers and others 


pass for 10 cents a pound with) 
minimum rate of one cent each. 
Heavier publications in this class 
are now mailed for nine cents a 
pound, minimum of six cents per 
piece, while the less than eight 
ounce publications have passed 
for one cent each, minimum eight 


New Air Postcard 
New catalog rates represent an 


seeds, bulbs, and plants not mailed | inerease of two and one-half cents 


to four cents a pound for the 


The rate on bulk third class—/ first pound, but the charges for 
advertising | additional pounds, particularly in| 
A combination postal pay and|matter—remains at one cent per| distant zones, are actually lower) 


rate bill (H.H. 6916) slid by|piece, but the minimum charge than at present. The rate for the 
unanimous vote through  the| goes from 12 cents to 14 cents a| first pound of a book goes from| 
House Friday evening, only to| pound. The bulk rate for identical four cents to eight cents, and the 


and | charge for additional pounds from | 
nursery items also remains at one| three cents to four cents. 


One entirely new postal feature | 


tual saving for some mailers. This 
feature is the four cent air post-| 
card, which will be available to 
those who are willing to sacrifice 
It will presumably be 


interested in direct mail promo- 
tions. 

The bill provides for an annual 
charge of $10 for all users of the 
bulk rate in third class. At pres- 
ent, permits have been good in- 


definitely, provided they were 
used at least once during the year. 
Also in the past, the fee has not 
applied to those using meters or 
precanceled stamps. 


Thompson & Associates 
Drops Prize Business 

Douglas E. Thompson, president 
of Thompson & Associates, Chi- 
cago sales promotion agency, has 
announced that the 
merchandise prize department has 
been discontinued. 


In explanation, Mr. Thompson | 


commented: “We want to be in 
a position to recommend what we 


‘rate up from eight cents to 10|in the bill may represent an ac-| think a client needs, whether it’s, 


a merchandise prize contest, a 
new sales manual, a training pro- 


gram, or a demonstration kit, and | 


not be influenced by the fact that 
we have a warehouse full of mer- 
chandise and a stockroom full of 
prize books that must be sold.” 


cards, embossing work, etc. 
|included is a guide for handling 
the paper and production data on 
company’s | the printing of each demonstra- 
tion. 


Champion Issues 
Kromekote Book 


The Champion Paper & Fibre 
Company, Hamilton, Ohio, has is- 
sued a 74-page promotion book 
for its Kromekote paper, with 
samples of weights and colors, and 
suggestions for using the paper. 

The book contains specimens of 
half-tones and color photographs 
printed with gloss and regular 


_inks, and with gold and silver, 
| both letterpress and offset. 


Other 
suggested uses include menus, 
greeting cards, catalog covers, post- 
Also 


(Simpson-REILLY, LTD. 
Publishers Representatives 


SINCE 


1926 


LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
\ SEATTLE NEW WORLD LIFE BLDG 


dicted that the entire rate warn 
would go over for fresh studies | 
next year. 


Taft Cites Need 


He took the position that the | 
House rate suggestions, worked | 
out a year ago by Rep. Ed Rees. 
(R., Kan.), were inadequate in 
view of the mounting postal defi- | 
cit. He said there “unquestion- | 
ably” would be need for sharper | 


ration increases to get the department | 
Seidel, out of the red. a eight magae 
In conference, however, House zines, each locally 
ia 


leadership pleas for rate increases | 
which would offset in part the 
$200,000,000 postal wage increase 
prevailed. 

At 2:15 a.m. on Sunday morn- 
ing the House without debate 
adopted the Rees rate schedules. 
An hour later the Senate followed, 
also without debate. 

According to Rep. Rees, the rate 
increases are expected to boost. 
postal revenue by $125,000,000 a 
year. Since they are not to be 
effective until Jan. 1, 1949, they 
will contribute about $60,000,000. 
toward offsetting the $200,000,000 
pay increase during fiscal 1949. 


Test Is Possible 
Adoption of the Rees schedules 


~~ edited for its 
market 


will be approved until the de- 
partment can test these increases. 

Postal rate increases have been 
discussed in this Congress since 
its first month, a year ago last 
January. With the postal deficit 
now passing $350,000,000, and 
heading to the half billion mark 
as a result of the new $450 per 
man wage increases, the matter 
has been constantly under discus- 
sion. 

As finally approved, the rate 
provisions are identical with the 
proposals made in May, 1947, by 
Rep. Rees, chairman of the House 
post office and civil service com- 
mittee. The single exception is in 
publisher’s second class, which has 
been left unchanged in order to 
avoid the controversy that sur- 
rounds any discussion of second 
class postage rates. 


Parcel Post Biggest 


Biggest single revenue item in 
the new postal rate schedules is 
the 28% increase in parcel post, 
estimated to be worth an addi- 
tional $60,500,000 to the depart- 
ment. Since it is not effective | 
until January, there will be ample 
time for mail order houses and 
ther catalog publishers to get out 
new schedules which pass these 
increases on to consumers. 

House post office committee, 
‘taff members are also hoping to 
get $17,500,000 from a new 10 to) 
35 cent money order schedule) 
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GRAVURE 


. .. top-quality 
reproduction in 
monotone, duotone 


and full color 


CONVENIENCE 


REPRODUCTION 


UNIFORMITY 


... same size, same | 
format — all printed 
at one modern 
gravure plant 


‘EDITORIAL 


BALANCE \ 


. . tested text- 


pictorial balance for 
thorough readership 


se all 8 or 
MERCHANDISING 
any combination — 


1 order, 1 set of 
positives, 1 bill 


may force the Senate leadership SATURATION 

to reconsider its postal rate plans COVERAGE 

for the next session of Congress. f 
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tive until Jan. 1, 1949, it is pos- 8 magazines is 

sible that no additional increases LEADERSHIP 
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newspaper 
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by the 8 newspapers 


magazines are ah 
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... proved ina 
recent comparison 
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. fullcooperation 


of which these 


ATLANTA JOURNAL 

COLUMBUS DISPATCH 
HOUSTON CHRONICLE 
INDIANAPOLIS STAR 
LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE ; 
NEW ORLEANS TIMES-PICAYUNE-STATES 
ANTONIO EXPRESS 


TENNESSEAN 


as well as high 


readet traffic / 


RE MAGAZINES 


Eight weekly newspaper magazines 
featuring the Local Touch 

for highest reader interest, 

for greater advertising value. 
Total circulation: over 1,660,000 


*Ask us to show you! Contact any of the following Representatives: Branham Company, Jann & Kelley, John Budd 


Company, Kelly-Smith Company, O'Mara & Ormsbee, Sowyer-Ferguson-Wolker Company. 
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Manufacturers 
Find a Bonanza 
in ‘Glass Wax’ 


(Continued from Page 1) 
wax have been sold throughout 
the country. A spokesman said 
that within 10 weeks after the 
company ran the first of a series 
of full-page ads in Chicago news- 
papers as a test last September, 44 


out of 100 families purchased it in | 


this area. The data was obtained 
by a blind survey in which 600 
letters were mailed to telephone 
addresses asking if the family had 
purchased the product. Of 225 re- 
plies, 44% said yes. Sales figures 
here in the same period bore out 
this ratio, which is much higher 
today, the spokesman declared. 

Despite this prosperity, the vari- 
ous makers of glass wax are suf- 
fering bruises—in the market 
place and the courts. One large 
manufacturer of furniture wax, it 
is understood, is considering ask- 
ing the Federal Trade Commis- 
sion to put a stop to the use of 
the glass wax name entirely on 
grounds that its use on a product 
containing no wax is an unfair 
trade practice. 


Different Formulae 


Other furniture wax manufac- 
turers are studying developments 
closely and debating whether to 
enter the fray, although many 
deny any interest. A spokesman 
for S. C. Johnson & Son, Racine, 
Wis., maker of Glo-Coat, said that 
the company has “no plans to 


WHAT’S GOING ON? 


@ Manulacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 

Rew Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS 4 FARM GENERAL 
Papens PaPcRs MAGAZINES 


314 So. Federal St. Chicago 4 


manufacture glass wax, because it 
is outside our field.” 

Actually, each of the glass wax 
manufacturers has aé_ different 
formula that it claims is exclusive. 
Gold Seal claims that none has 
been able to duplicate its original 
product. Assertions by some com- 
panies about competitors have in- 
cluded charges that “their stuff is 
just the residue drained off their 
old line of silver polish” and “that 
product has been sold as metal 
polish for 50 years.” The truth 
remains to be proved, but cer- 
tainly Gold Seal has spectacularly 
captured a major part of the mar- 
ket to date. 


Enter Waldorf and Flash 


Two new competitors are the 
|Bril-Yant Products Corporation, 
which began advertising and dis- 
tributing its Waldorf glass wax 
through Stineway Drug Stores last 
|February, and the Glass Wax 
Corporation, which began using 
newspapers and radio here last 
month on its Flash glass wax. 
Both are now distributing na- 
tionally. Another is R. E. Robert- 
son & Co. here, which has just 
been formed to sell Sparkle Plenty | 
glass wax. 


| All have one thing in common 


—coyness about competition. com 


of competitors, especially of pend-| 
ing litigation involving 


companies. 

Least subtle and most cautious 
is the Bril-Yant Products Com- 
pany where a spokesman answered 
a query on the company’s adver- 
tising and courtroom activities 
with, “‘No spikka da English.” 


Says It’s Spurious 


The company must 
| itself against court claims by the 
|Gold Seal Company of treble 
|damages and all profits from use 
of the name, glass wax. Gold 
|Seal charged in court that its 
competitor’s product is “‘spurious” 
and that its maker has fraudu- 
|lently conspired to copy the term 
'—which Gold Seal claims has 


been its trademark for years— 
land to counterfeit the dress of 
Gold Seal’s package. 


Bril-Yant Products, in its turn, 
claims that the older company is 
trying to monopolize “glass wax.” 
Litigation began last April in fed- 


When Canal Street 
CATERED TO CARRIAGE TRADE 


... the Arnold Constable store was 
reading publications which later 
became identified with the Haire 


Merchandising group. 


and CURRENTLY... 


Arnold Constable on Fifth Avenue 
holds subscription to all of the 
Haire fashion publications. 


MORE EFFECTIVE BECAUSE 
THEY’RE MORE SELL-ECTIVE 


SPECIALIZED MERCHANDISING PUBLICATIONS 


1170 BROADWAY, NEW YORK 1, N.Y. 


two of | 
them, gets the reporter only a} 
fish eye and a wide berth from) eral district court when Bril-Yant| month on radio and newspaper 
spokesmen of any one of these| Products 
which it asserted that glass wax) Dec. 17, 1945). 
significance | a sales office in Chicago, appointed 
because it allegedly is|Campbell-Mithun, Minneapolis ond | variety of retailers such as drug. 

to handle the ‘2 full-| stores. 


| has 


| to ASS WAX” 


GLASS WAX’ 
Cleans 30 Kinds of Dirt in 30 Seconds 


SIMILAR ee in these two advertisements for competing brands of glass wax is remarkably alike. 

h t page at the left was placed first in nine Texas newspapers March 18 by Campbell-Mithun, Chicago, for the Gold Seal Co., 
| Bismarck, N. D. The 1,400-line ad, over Republic appeared May 20 in the Denver Post, although possibly 
elsewhere earlier. 
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NOTHING LIKE IT ANYWHERE FOR CLEAN. 
N LASS AND METALWARE 


The full 


filed a complaint 


“no trademark 
whatever” 


a “common, descriptive or generic | 
'and opened a drive with a full- 

Gold Seal filed an answer and_/|} 
|counterclaim last month, alleging | 


name.” 


that the term is “arbitrary and 


'fanciful and not descriptive,” that | 


defend | . 
|mark in 


it has been registered as a trade- 
“nearly all” the states, 
including Illinois. 

(The suit and _ counterclaim 
should provide another of several 


current court tests over whether 


trademarks are protected under 
the Lanham Act simply through 
registration in the U. S. Patent 
Office.) 


30 Kinds of Dirt 


Gold Seal seeks an injunction 
restraining Bril- Yant Products 
from publishing or using in ad- 
vertising the glass wax name and 
forcing it to “deliver up and de- 


containing the name. 
A hearing is scheduled to begin 
June 30. 


in| advertising, placed directly (AA, 


Chicago, 


page newspaper ad and selective | 
radio. In little more than a month,| beauty parlors and barber shops 


the 
wholesalers, 
and chains. 

The line is carried by a wide 


product distributed to 
department _ stores 


In 1947 he opened 


hardware and novelty I 
stores. Evidence of just how wide 
that variety has become are the 


200,000 cans had been sold here.| where it first was sold in gallons oe 
As demand grew among retail-| for cleaning mirrors. Beauty op- 
ers as well as the public, the com- _erators and barbers praised it t sup 
pany began supplying Macy’s, ‘customers who soon created s Atl 


Gimbel’s and several other large| strong a demand that some beau- Cle 


stores and chains in New York. |ticians, reluctant to let the corne: 
Last year $20,269 was spent on 
newspaper advertising, and in the, gravy, 
first quarter of this year distribu- | 
tion was expanded to the Ohio 
valley and elsewhere until most | 
of the states were covered. 


130 Markets 


The company opened 130 new) exclusively. 
|markets this spring, including St. 
and every 
‘east of the Mississippi and north | 
of the Mason-Dixon line. 
stroy” all labels, packages and ads| was opened in the Southwest. The! strong that retailers start asking 
|company now 
district sales offices through which 


| Louis, 


druggist or grocer get all the 
began retailing it them- 
selves in pint and quart sizes. 


Full Pages Only 


| The company’s advertising pol- 
liey has been to use full-page 
newspaper ads and selective radic 
Wholesalers the 
area are listed in many ads in 
keeping with the company’s belief 
that once the product is placed on 
the market the demand is s 


major market | 


Texas | 


has some 15 or 20|for it. The general plan was 
adopted when the company, after 


Several weeks ago, Gold Seal) 


ran a full-page editorial - type 
ad in Chicago newspapers herald- 
ing its glass wax as “the window- 
cleaning marvel of the age” that 
“dissolves 30 kinds of dirt in 30 
seconds.” (Company chemists, the 
ad avowed, found that windows 
accumulate 30 kinds of dirt.) At 
about the same time, Bril-Yant 
used newspaper space to say in 
headlines that “Waldorf glass wax 
cleans glass in seconds.” 


2 Years Testing 


The history of Gold Seal began 
in 1942 when President Schafer 
forsook his paint jobbing activi- 
ties to found the company on 
$2,000 and began making floor 
wax and furniture polish. For 
two years the company’s opera- 
tions were unmarred by either 
spectacular growth or revolution- 
ary products. 

Then, in 1945, Mr. Schafer ob- 
tained rights to use a chemical 
developed during the war to clean 
fighter plane windshields. Naming 
it Gold Seal Glass Wax, he tested 
it successfully for two years in 
the Twin Cities, Duluth and Salt 
Lake City. 

In the same period, he was dis- 
tributing his three other floor and 
furniture polishes in the Dakotas, 
Minnesota, Montana, Wyoming 
and Idaho, spending $5,000 a 


QUALITY REPRODUCTION IN... 


COLOR 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates produced regularly for thelead- 
ing advertising agencies that have appeared in nationol 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service—Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order —o 
definite saving of your TIME, TROUBLE and Money: 


| 56 
te 
BLL 
Glass | Homemakers Besiege Stores pil th 
for Gold Seal Chemical that IT: ss G 
Cleans All Glass and Metal’ AS 
| | @ |= ce 
‘ | | A WORK SAVING MIRACLE TO MAKE | 
On SALE - wa tra 
an 
ap! 
THE >... DRUC STORES Sev 
Sir 
pre 
a.n 
of 
i, the 
pes 
pay 
‘ por 
ace 
T 
pro 
thre 
onl; 
| mit 
clas 
wot 
Wit! 
m lea 
ap 
B 
iron 
brot 
4 
a aden 
pres 
| ireta 
- Bassi: 
; has 
ind 
Stin 
is sine 
A 
‘ 4 A ¥ 
an” to 
sse 
fe 
caus 
a Bruc 
ty 


8, 1948 


— 


The full 
seal Co. 
possibly 


ited to 
stores 


a wide 
is drug. 
novelty 
ww wide 
are the 
r shops 
gallons 
uty op- 
ed it t 
ated s¢ 
e beau- 
> cornel 
all the 
them- 
izes. 


ing pol- 
ull-page 
ve radi 
in the 
ads in 
’s belief 
laced on 
l is st 
asking 
an was 
1y, after 


ofs of the 
thelead- 
national 
‘ul repro- 
you use 
RN Com- 
d Printing 
>rder—<a 
Money: 


Stineway 


running several series of 12 quar-|be that the Gold Seal product} 
ter-page ads in tests in Duluth) 
and the Twin Cities, substituted | 
the use of two full pages. The re-| 


eliminates the usual 
washing elbow grease. 
Despite such occasional debunk- 


sulting furor, the company claims,| ing of glass wax, it is obvious that 


was impressive. 

Three full pages were used in 
the Chicago test and in many 
subsequent new markets. Among 
the radio shows are one with Paul 
Gibson on Station WBBM here 
and another with Arthur Godfrey 
on Station WCBS, New York. 


Prices Differ 


Despite underselling by com- 
netitors in recent months, the 
price has remained the same—59 
cents a pint, 98 cents a quart and 
$2.95 a gallon, under fair trade 
protection. Bril-Yant Products in- 
troduced its product at 39 cents 
a pint. Jumping in between the 
two, Glass Wax Corporation 
priced its package at 49 cents a 
pint and 89 cents a quart. 

So far this company has ig- 
nored—and has succeeded in be- 
ing ignored by—its competitors. 


It plans a series of localized 
promotions soon, using newspapers | 
and selective radio, including | 
transcribed singing commercials | 
and live shows. Institutional copy 
appeared in Chicago newspapers | 
several weeks ago and _ Ernie} 
Simon is plugging the company’s | 
products daily from 8:30 to 8:45) 
a.m. on Station WJJD. In a list | 
of other cities in many parts of| 
the country, teaser ads will ap-| 
pear in each issue of leading news- | 
papers, to be followed by a cou- 
pon ad redeemable at dealers and, 
finally, by an institutional ad. 


Claims Advantages 


In addition, dealers will be sup- 
plied with streamers plugging 
local radio shows and a counter 
display that holds a bottle of the 
product. The company also plans 
to sponsor exhibits at grocery, 
supermarket and drug stores in 
Atlantic City, Minneapolis and 
Cleveland. Sander Rodkin Adver- 
tising Agency here handles the 
account. 

The company claims that ‘its 
product is the only one of the 
three that does not contain pumice 
or ammonia and therefore is the 
only one that is easy on the hands. 
It also claims to have the only 
glass wax that will clean wood- 
work, walls and venetian blinds 
without affecting the finish, that 
leaves a protective film without 
a powder residue. 

Bril-Yant Products, behind its 
iron curtain, is directed by three 
brothers—Melvin H. Jacobs, presi- 
dent; Vernon S. Jacobs, vice- 
president; Sidney R. Jacobs, sec- 
retary, and Sidney’s son, Edgar, 
assistant secretary. The company 
has been using newspaper copy 
and has been receiving plugs in 
newspaper ads _ here 
since February. 


Bruce Experiments 


E. L. Bruce Company, Memphis. 
is experimenting with a product 
named Spruce, which is similar) 
to glass wax but without the 
name. Spokesmen for Gold Seal 
assert that they welcome this type 
of competition but object to others 
using the glass wax name be- 
cause of the expense the company 

is incurred building up its repu- 
tation. Christiansen Advertising 
Agency, Chicago, handles the 
Bruce account. 

A host of small companies have 
formed in local markets in vari- 
ous parts of the country to manu- 
facture glass wax under’ such 
names as Shanti-Clear, Speedi and 
Likitysplit. 

Several companies distributing 
liquid and spray window cleaners 
Claim that they were not entering 
the glass wax field because the 
Product allegedly is “too slow,” 
€specially for industrial use where 
large areas of glass must be 
Cleaned. However, the consensus 
among consumers here seems to 


the Gold Seal Company’s success 


has been astounding and that a_ 


substantial number of companies 
have entered or are planning to 
enter the field. 
Everybody, it would 
wants to get into the act. 


seem. 


Sutton Names Randle 


Albert W. Randle has 
named Pacific Coast representa- 
tive for Electrical Equipment and 
Metal-Working Equipment, 
lished by Sutton Publishing Com- 
pany, New York. He _ succeeds 
R. P. Wettstein, who has resigned. 
Mr. Randle will make his head- 
quarters at 1287 Parkview Ave., 
Pasadena 2. 


Gets Ink Account 


Henry L. Davis Company, New 


window- | 


| 


Chicago Printers 
Get $12-a-Week 
Increase Offer 


Cuicaco—An agreement was 
reached last week by negotiators 
of the Franklin association of 
printing companies here, and 
Local 16 Chicago Typographical 
Union (ITU) to reopen 48 closed 
shops employing nearly 2,000 


| printers. 


been | 


pub- | 


| 


Included in the agreement is a 
wage increase of $11.89 a week 
instead of the $9.29 rejected 
earlier by the union, and retro- 
active pay of 60 cents a day for 
the time worked since Jan. 1 for 
the 3,500 printers employed in 
400 shops. Union officials were to 
aave recommended ratification at 
a union meeting June 27. Upon 
ratification, the idle printers were 
expected to return to work today. 

The new scale calls for $92 a 


York, has been named to handle| week, day shift, and $97.08 a 
the account of Sinclair & Valen-| week, night shift. As in previous 


tine Company, ink manufacturer. ! agreements, 


|machine operators would get an 
| additional $1.40 a week. The work 


week would be 36% hours, ex- 
cept-on the third shift, which 
would be 32% hours. The con- 


tract is for 18 months. 

Meanwhile, 1,500 other printers 
began the eighth month of their 
strike against Chicago’s five daily 
newspapers as_ the_ publishers 
amended and clarified their so- 
called final proposal, which has 
been rejected by the union lead- 
ership. It is understood that the 
amended proposal will also be re- 
jected. 

Some strikers predict that the 
union now will alter its demands 
on the publishers as a means of 
reopening negotiations. 


CIAA Elects Putman 


The Chicago Industrial Adver- 
tisers Association has elected R. B. 


Putman, advertising manager of 
the American Lumber & Treating 
Company, president. Other cf- 
ficers are: Don Poor, Ceco Steel 


Products, vice-president; Howard 
H. Cohenour, Buda Company, 


linotype and otheér| vice-president, and Ronald G. 


Roberts, Edward Valves, Inc., sec- 
retary-treasurer. 


Appoints Gilbert 

John F. Gilbert, formerly as- 
sistant to the vice-president of the 
Caribbean division of Grant Ad- 
vertising, Inc., has been appointed 
director of advertising and public 
relations for the Roney Plaza Ho- 
tel, Miami Beach, Fla., and the 
McAllister Hotel, Miami. 


G-E Divisions to Move 

Headquarters for the lighting 
and rectifying divisions of General 
Electric Company will be moved 
from Schenectady to Lynn, Mass., 
in August. The transfer will con- 
solidate the sales organization and 
the laboratories. 
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& @ 35.00 per gal. $1.50 per qt. 
Artex Artist Rubber Cement 
$3.50 per gal. $1.25 per qt. 


PHONE CENTRAL 3373 


SS. RUBBER CEMENT CO. 


314. N MICHIGAN AVE., CHICAGO ILL. 
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huge reader audience 
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Memphis Market. 
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Skelton Listeners 
Increase Sharply 
on Nielsen Report 


Cuicaco — Red Skelton, whose 
option for sponsorship next fall 
was passed from Brown & Wil- 
liamson to Procter & Gamble, 
jumped from 23rd to eighth place 
on the A. C. Nielsen Company’s | 
report for the week of May 16-22. | 
The comedian went up 2,9 points | 
from the last report. 

Greatest gain in points (3.2) 
was tallied by Lever Brothers’) 
“My Friend Irma,” which rose 
from sixth to second place, fol- 
lowing Lux Theater which, as| 
usual, ended up in first place, | 
with a total audience rating of | 
29.4, down 1.4 points from the last 
report. 

Walter Winchell, whose show 
Jergens has decided to drop after 
this season, stayed in the first 20 
group of evening shows, this time 
in 10th place. He has been among 
the leaders since his “Open Letter 
to Stalin,” late in March. 

Bristol-Myers’ “Mr. District At- 
torney,” which rose from 14th 
position to fourth place on the re- 
port for May 2-8, was back in the 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne d 
10 billion dollars a year! If you ve 
food, drinks, ee 4 or any other 
products to sell, reach this big buyi 
public through the Negro papers pom | 
Interstate Un News- 
Fifth Ave., N. Y., can 
ications rea marke 
profits! Write us todas. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 


magazines. 


eferences of Negroes from coast to coast. 
Write now for this free information. 


Nielsen Figures on Top-Rated Shows 
Week of May 16-22, 1948 


| 
| 


All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 
Total Audience 


NR—Not ranked in Programs”’ 


Cur. | Cur. Prev 


15-60 MINUTE PROGRAMS 
Average Audience 


Cur. Prev. 
Rank Rank Program Rating Change | Rank Rank Program Rating Change 
1 29.4 —14 1 22.0 +1.0 | 
2 6 My Friend Irma......... 24.4 +3.2 2 5 My Friend irma......... 19.6 +1.7 
3 2 #ibber McGee & Molly...23.5 —1.8 3 2 Fibber McGee & Molly...18.7 —1.7 | 
4 3 Godfrey's Scouts ........ 22.3 +01) 4 3 Godfrey's Scouts ....... 18.1 0.0 | 
5 5 Amos ‘n’ Andy.......... 22.0 +0.5| 5 = 16.7 +1.7 | 
6 7 20.8 17 Jergens Journal ......... 16.7 —0.2| 
7 11 Screen Guild Players..... 20.2 +09 7 6 Amos Andy.......... 1.3 —1.2) 
8 NR Red Skelton ............ 19.8 +29 8 10 Screen Guild Players..... 16.1 +0.7 | 
10 17 Jergens Journal ......... 19.4 +0.6 10 4 Mr. District Attorney... .14.9 —3.1 
"1 15 Duffy's Tavern .......... 19.2 0.0 11 14 Truth or Consequences... .14.9 +0.3 
12 4 Mr. District Attorney... .18.8 —3.4| 12 14.4 —1.8 
13 16 Truth or Consequences. ..18.7 —0.3 13 14.2 —0.4 
4 18.7 =—1.1 14 139 +08 
15 8 Fitch Bandwagon ....... 18.7 —1.5 | 15 16 Charlie McCarthy ....... 13.9 0.0 | 
6 12 Kraft Music Hall....... 18.2 —1.1 | 16 12 Duffy's Tavern .......... 13.7 —1.0) 
17 14 Your Hit Parade......... 18.0 —1.3/17 9 Fitch Bandwagon ....... 13.7 —2.1 
18 NR Inner Sanctum ......... 17.7 +01 18 NR Your Hit Parade......... 12.7 +03 
19 206 Great Gildersieeve ...... 17.6 0.0 | 19 NR Great Gildersieeve ....... 12.3 9.0 
17.5 +0.6'20 13 Kraft Music Hall........ 12.1 —2.5 | 
| 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 12.0 —2.6/ 1 2 Bill Henry News......... 9.5 5 
2 2 Bill Henry News......... 05 —05 2 89 6—2.9 
3 NR Beulah Show ........... 9.4 +1.6)| 3 NR Beulah Show ........... 7.5 5 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 1 When Girl Marries....... 12.0 =—1.1) 1 1 When Girl Marries....... 10.9 —0.9 
2 3 Our Gal Sunday....... —1.1) 2 3 Our Gal Sunday......... 
3 5 Portia Faces Life........ 10.9 —0.2/ 3 5 Portia Faces Life........ 96 —03 
4 FS ers 10.7 +0.1) 4 8 Big Sister ............. 6 0.0 | 
5 14 Wendy Warren ......... 10.5 +0.7| 5 4 Backstage Wife ......... 92 —09 
Ly 2 Young Widder Brown..... 10.2 —2.1/| 6 2 Young Widder Brown..... 9.1 —2.0 | 
1 9 Ma Perkins (CBS)....... 10.1 —0.3| 7 9 Ma Perkins (CBS)...... 90 —0.3 | 
8 4 Backstage Wife ........ 10.0 —1.3/ 8 6 Rom. Helen Trent........ 9. —0.9 | 
9 6 Rom. Helen Trent....... 10.0 —10;| 9 10 Stella Dallas ........... 8.7 —0.6— 
10 99 —0.3/ 10 7 Right to Happiness...... 8.7 —0.9 
11 7 Right to Happiness...... 9.9 —0.9 11 14 Wendy Warren .......... 8.6 0.0 
12 9.3 —0.2 | 12 8.4 —0.3 
13 10 Lorenzo Jones .......... 9.1 —1.3 | 13 11 Lorenzo Jones .......... 1.7 —1.1 
4 NR My True Story........... 9.1 +0.8 | 14 717 
15 11° Arthur Godfrey ......... 89 15 15 Pepper Young .......... 71606 0.6 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 NR Adv. Archie Andrews....12.8 +2.9 | 1 5 Adv. Archie Andrews..... 10.7 +2.3 
2 3 Armstrong Theater ...... 1.3 2 2 Grand Central Station.... 9.3 —0.5 
3 NR True Detective Myst...... 11.0 +10); 3 NR True Detective Myst...... 9.1 +0.9 
4 NR House of Mystery....... 11.0 +11) 4 NR The Shadow ............ $.0 +1.2 
5 NR The Shadow ............ 10.9 +0.9 3 Armstrong Theater ...... 8.8 04 


in preceding report. 


largest of any show surveyed. 


Procter & Gamble’s “Truth or | 
Consequences,” which has had| 


Keep Your Eyes 


All have wide, smooth beaches, 
America. 


their sport the year round. 


POST. 


On Charleston! 


Air View of One of the Superb Charleston Beaches 


THREE BEAUTIFUL BEACHES 


Thousands Of Summer Visitors 


Within 15 minutes of Charleston are three magnificent beaches—the 
Isle of Palms, Sullivan’s Island and Folly Island. 


unsurpassed anywhere in North 


The sand is fine, white, and clean—the water clear and 
without dangerous currents and undertow. Although the most popu- 
lar beach season is May to October, beach sports and swimming are 
enjoyed often in the winter and spring months. Surf fishermen follow 


Small wonder that thousands of summer visitors from this and other 
states return year after year to this all-season vacationland. 


These visitors are another important source of income to this pros- 
perous tourist and industrial area, which is so effectively covered by 


the NEWS AND COURIER and THE CHARLESTON EVENING 


CIRCULATION: Up from 44,041 in 1941 to 74,173 on Sept. 30, 1947. 
MILLINE RATE: Only 2.78 —lowest in South Carolina — less than 


national average. 


THE CHARLESTON EVENING POST 


Che News and Courivr 
CHARLESTON, SOUTH CAROLINA 
THE JOHN BUDD CO, 


REPRESENTED BY 


McCarthy (Standard Brands) | 
and “Date With Judy” (Tums) | 
‘slipped from 10th to 23rd _ posi- 
| tion. 

Godfrey Drops 


| Total audience rankings for the | 
‘daytime programs shows “When 
Girl Marries” (General Foods) in| 
‘first place for the third consecu-| 
|tive report. “Big Sister’? (Procter 
& Gamble) moved from eighth to 
fourth and General _ Foods’ 
“Wendy Warren” rose from 14th 
to fifth. 

| Arthur Godfrey, for Chester- 
fields, dropped from 11th to 15th 
| with a loss of 1.4 points, largest of 
| the daytimers, and “Young Widder 
| Brown” (Sterling Drug) slipped 
'from second to sixth spot. 

| Among the daytime Saturday or 
Sunday shows, Cream of Wheat’s 
|“Let’s Pretend” moved back from 
|fourth to 14th, having risen from 


report. Swift & Co.’s “Adventures 
of Archie Andrews” scored a 


from 10th to first place in the 
group. 


usage showed that the listening 
level held steady from the pre- 
vious report with 4.3 hours per 
home per day, a 7% increase over 
|the same period a year ago. 


| Suggests Video Pool 


for Retail Stores 
A television pool system for use 
/in retail store advertising was sug- 


\gested by Sam Cuff, video consult- | 


ant, in an address before the con- 
vention of the National Retail 
|Dry Goods Association in New 
| York last week. 

| “A pool would have the ad- 
vantages of mass buying of mer- 
chandise,” he explained. pool 


|/could control the editing of pro- 
grams so that they would be made 


up into chapters leaving room for 


individual commercials.” 


Two Appoint Lenz 
Ciro’s Night Club and Tele- 


| Advertising, Hollywood, to handle 
| their advertising. 


. | the food field is now a fact. 
Charles Luckman, Lever presi-| 


skidded from 13th to 21st place, | 900,000 spent to acquire the $25,- 


| production facilities. 


BOSTON JUNIORS ELECT—New officers of the Boston Junior Advertising Club 


are congratulated on their election by Richard Keating, retiring president 
ond from left), of the Boston Herald-Traveler. 


(sec- 
Left to right are John Williams, 


Boston Edison Co., vice-president; Mr. Keating; Robert Farrington, BBDO, 
president; Ruth Godfrey, BBDO, secretary, and Frank Sparks, Bresnick & 


Solomont, 


treasurer. 


Lever Buys Jelke 
Margarine; Plans 
National Sales 


Tells New Ratio 
in Media; Surf 
Detergent Bows 


Cuicaco—Lever Brothers Com- 


|pany’s long-expected entry into 


dent, announced here Wednesday 
that he has bought the John F. 


In addition to the reported $10,- 


000,000-a-year Jelke operation, 


Lever will put up $3,000,000 to} 


| $5,000,000 more to expand Jelke 
Good Luck 
sales rank sixth in the margarine 
field, it is said. 

Mr. Luckman succeeds John F. 
Jelke as chairman of the board, 
but other officers will stay and the 
company will be operated under 
its present name as a_ separate 
subsidiary of Lever. Young & 
Rubicam here will continue as the 
agency. Y&R’s New York office 
|handles Lever’s Swan soap. 


Quotes ‘AA’ Estimate 


ing used, through Day, Duke & 
Tarleton. 

A major change in Lever’s ad- 
vertising technique was also re- 
vealed by the 39-year-old Luck- 
man. He disclosed that Lever 
Brothers’ advertising budget is 
now about evenly divided between 
radio and printed media. Previ- 
ously Lever devoted about 70% 
of its budget to radio. It is be- 
lieved that the ratio change has 
come about almost entirely from 
an increase in newspaper space. 
(Advertising of the newly-ac- 


'quired lines, which Luckman likes 


to call “babies,” do not figure in 
the ratios discussed by him last 


| week.) 


The acquisition of the mar- 
garine business comes naturally 


‘for Lever, for the British parent 
{comme Company, Chicago maker of | 
12th spot on the present data|roller coaster ups and downs all| Good Luck margarine, and will 
sheet, with a drop of 3.4 points, season, held fairly steady, moving |€xpand its distribution from 17 
‘from 16th to 13th place; Charlie| midwest states to all 48. 


company, Lever Bros. & Unilever 
Ltd., dominates margarine sales in 
the world outside the U. S. 

Jelke, largely a family owned 
company, was established here in 
1889 as a margarine producer. In 
recent years it also has been man- 
ufacturing and selling bulk short- 
ening, mayonnaise, salad dressing 
and a sandwich spread. 


Manages JWT Detroit 


Norman Strouse, vice-president 
of J. Walter Thompson Company, 
has been appointed manager oi 
the company’s Detroit office, effec- 
tive July 1. He succeeds Fred Foy, 
who has been made a vice-presi- 
dent of Koppers Company. fF 


|the past two and a half years, M: 


Strouse has been in Detroit serv- 
ing as JWT’s account represent- 
ative for the Ford passenger car 


The acquisition of Jelke is the 


‘fourth for Lever this year (and) 
| the last for a while, Mr. Luckman | 
A year ago Mr. Luckman| 


Says). 
bought Harriet Hubbard Ayer, 


Inc., for about $5,500,000, later ac- 


/quired the lower-priced Luxor'| 
ninth to fourth on the previous! cosmetic line from Armour & Co. | 


for $1,200,000 and just last month 
expanded in the beauty prepara- 


'other $5,000,000 of William R. 
Warner Company’s Rayve Creme 


(nent wave. 

| Mr. Luckman declared here 
that the Lever business is rosier 
than ever. Lux, he said, is now 
\the largest selling toilet soap in 
| the U. S.; Rinso is the largest sell- 
| ing granulated soap, Lux Flakes 
|leads its competitors, Breeze de- 
|tergent is second in its field—and 
| Ayer, it is understood, is now sec- 
‘ond only to Elizabeth Arden 
among the cosmetic houses. 

| He also pointed out that sales 
|have risen 51% since 1946. He 
| did not say what Lever’s sales are 
|but pointed out that ADVERTISING 
| AcE had estimated the company’s 
1946 sales volume at $225,000,000 
|—indicating that Lever’s ’48 sales 
will run close to $340,000,000. 


Tells New Ad Ratio 


_ He also revealed that Lever this 
/week and next is launching Surf, 
| Views have appointed J. M. Lenz, | its new all-purpose detergent, in| 

Newspapers 
'and selective (spot) radio are be- | ees 


11 midwest markets. 


advertising. 


strong 2.9 point gain and moved tion field with acquisition for > Aud of 2 ‘nal 
The Nielsen data on total radio, shampoo and Hedy home perma-| R € ports 
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magazines. 


Stanford Nails 
MAB Study Clues 
fo Duplication 


Says Circulations 
Are Concentrated 
in Small Group 


QueBEc—lIn a session largely de- 
voted to research and correlated 
selling methods geared to market 
potentials, the Newspaper Adver- 


tising Executives Association con-| coffee. 


vention here trained its sights on 
a new target: to supplant maga- | 
zines as the No. 1 national adver- 
tising medium. 

Alfred B. Stanford, director of 
the Bureau of Advertising, ANPA, 
gave the convention its slogan, 
“beat magazines,” and a cautious 
estimate—“It may take another 
year to draw ahead into a clear 
lead.” 

In a talk largely devoted to 
tracing evidence of consumer re- 
sistance and its corollary demand 
for more efficient advertising, Mr. | 
Stanford spoke frankly about | 
The magazine promo- | 


Last Minute News Flashes 


DuPont Expands Ads for Zerone and Zerex 

| De_.— DuPont will expand local efforts for Zerone 
| and Zerex brands of antifreeze, with newspapers in 500 cities being 
scheduled. Release of the campaign in each area will be based on 
| local weather reports. Color pages in Collier’s, Country Gentleman, 
| Life and The Saturday Evening Post will start in October. Point- 
of-sale displays will offer a cooling system check-up with installation 
of antifreeze. Batten, Barton, Durstine & Osborn, New York, is the 


agency. 


Baltimore Shopping Paper Starts Coupon Plan 

BaLTImMoRE—A “product-of-the-week” coupon plan, introduced by 
the Denver Monitor in April (AA, May 10), will be extended July 1 
' to this market, under sponsorship of the Baltimore Home News. The 
first month’s products—largely the same group which started in Den- 
ver —are Manhattan’s SweetHeart soap, Boyle’s Old English wax, 
Armour chopped beef, Libby corned beef hash, and Borden’s instant 
The plan was developed by James A. Coveney Company, 
New York, representative for shopping newspapers. 


impels consumers to buy more| papers, but found that only six 
carefully—with the result that) were “interested” ix. mail order 
more advertisers “are going to de- advertising. In some cases, he 
mand more of us and our news-.| said, the policy of publishers had 
papers.” He warned of com-/been to concentrate on confining 
placency (the newspaper men /|their circulations to the market 
were obviously feeling well sat-| area and this may be a deterrent 


isfied and much of the talk in the| to development of mail order copy. | 


baroque halls of the Chateau| The Minneapolis Star and Trib- 
Frontenac echoed the old com-|une have widely promoted their 
plaint: “Boy, if we only had the | mail order advertising, he reported, 
space to handle the business”) | with switched copy for mail and 
and said: “We must know more| city editions in the Sunday paper. 
about our newspapers and our! The daily editions do not carry 
markets than ever before; we/switch copy. He quoted a Minne- 


tional talk of “local impact” a live up to higher standards | apolis department store execu- 


evidence that the bureau’s “All 
Business Is Local” drive has got- | 
ten under the magazines’ skin, he} 
said. He disclosed three major | 
private attempts by advertisers to 
study magazine duplication and 
said that “from them a new pic- | 
ture of magazine coverage is be-| 


of salesmanship and practice; we|tive: “Department stores have 
been whirling in an ever smaller 
circle. Retail chains are moving 
in all directions. Mail order looks 
to me like one of the best meth- 
ods we have to expand our hori- 
zon.” 


must make our space once sold 
more productive; we must show 
advertisers how to make their ad- 
vertising more resultful. 


Needs New Approach 
“This calls for different meth- | 


ginning to take shape [indicating] | oqs and perhaps a new approach 
that magazine reading does not | from that of recent years when 
spread over the whole population | seling was easy and lush condi- 
in a nice, even lava-like flow each tions gave mediocre advertising 
time the great circulation volcano | an almost magical power.” 

erupts—it tends to cluster in pools} Qne way cited for developing 
and harden. 


ing magazines and spending more) vertising director, Minneapolis 
than $1,000,000, one mass market! star and Tribune, recited the re- 
advertiser whose appropriation| suits of a survey he had made 
we recently analyzed found he| among 23 department stores whose 


was getting only a net coverage of gross volume was between $20,- | 


40% of U. S. families. Adding | 900,000 and $70,000,000. Depart- 
more net family coverage to this| ment stores have increasingly 
would have cost him over $20 per| come to the conclusion that the 
thousand.” mail order field has been left to 
ithe huge mail order houses long 


Even after using new business was in mail order | 
color insertions in 10 of the lead-| advertising. John W. Moffett, ad- | 


Study Called ‘Blunder’ | 


Calling the Magazine Advertis- | 
ing Bureau’s audience study a| 
“first class blunder,” Mr. Stanford 
declared: “This study, while it 
shrewdly conceals any facts as 
between individual magazines, 
gives us an opportunity to do 
some simple arithmetic with basic | 
data... 15.6% of total magazines 
go to the people who read more 
than six magazines. If we take the 
people who read six magazines, we | 
find that 20.3% of the people con-| 
sume 59.5% of the magazines... 
Think of it—nearly two-thirds of 
the magazines in the hands of one- 
fifth of the people. In a country) 
where 60% of the people now 
make over $2,000 a year—where 
the big advertising money must 
now be aimed. at the mass mar- 
ket—can one-fifth of the people 
be called coverage?” Adver- 
lisers, as sales rise and profits 
decline, will be increasingly eager 
for control of advertising costs, he 
Said. 


Research Emphasized 


Indicative of the emphasis of 
the 
marketing was the opening speech | 
of Harold V. Manzer, 


enough, he reported. 

This conclusion was abetted by 
four factors: (1) many stores are 
now doing approximately their 
capacity volume in_ traditional 
methods of operation; (2) as cities 
grow, many people are forced 
away from the center and find it 
increasingly hard to get down- 
town to shop; (3) congested traf- 
fic conditions are another shop- 
ping difficulty; (4) store’s 
shopping area can be considerably 
widened. 


Potential is There 


Of the 23 stores surveyed, 10 
attached great importance to mail 
order; eight saw it as important 
now but more important in the 
future; three weren’t interested, 
and two did not answer. Some 19 
have separate mail order depart- 


stall separate divisions. In 


Philco Expects 
$20,000,000 Ad 
Budget for 1949 


PHILADELPHIA — Philco Corpora- 
tion, which reports this year’s 
business up 15% 
expects to spend more than $20,- 
000,000 in advertising during 1949 
if the present sales trend con- 
tinues. This includes cooperative 
promotion. 

James H. Carmine, vice-presi- 
dent in charge of distribution, said 
60% of the budget will go to news- 
papers, with magazines and radio 
sharing the remainder. 

Philco will begin its fall cam- 
paign for the new line of radio 
and television sets, introduced last 
week at a convention in Atlantic 
City, with a big magazine cam- 
paign through Hutchins Advertis- 
ing Company in September. 
| Two 12-inch television sets—a 
,consolette at $425 and a radio- 
| phonograph combination at $675 
—have been added to the line. 
Philco radios, which range from 
$18.75 to upwards of $1,000, are 
|priced slightly lower than last 
The company’s production 
|}schedule calls for 7,500 television 
receivers weekly by the end of 
July. 


Reproducer Offered 


The manufacturer’s 1949 radio- | 


phonograph line offers, in addi- 


from last year, | 


Radio Families 
Gain over 1946, 
BMB Study Shows 


New YorK—Some 94.2% of all 
U. S. families—37,623,000 units— 
had one or more radios in working 
order as of January. This com- 
pares with 90.4%, 
| families, in January, 1946. 

These figures were released by 


the Broadcast Measurement 
Bureau, which is now preparing | 


a two volume edition of “Radio 
'Families U. S. A.—1948.” 
work for the survey was done by 
Market Research Company of 
America and the Alfred Politz re- 
search organization. All 
'ownership was determined by 
personal interviews. 

BMB now estimates the total 
number of families in this coun- 
try, based on U. S. Census Bureau 
|data, at 39,960,000 — against 37,- 
| 600,000 two years ago. 


New England Leads Areas 


| Ranking first among the nine 
geographic areas, in percentage 
|}ownership, is New England with 
98.2, against 96.9 two years ago. 
| Massachusetts leads again for per- 
centagewise radio saturation in 
states, with 98.9 of the homes hav- 
|ing one or more receivers. New 
York is first numerically with 4,- 
001,700 sets. 

Rural farm families showed the 
highest percentage gain at 88.7%, 
up from 76.2% in 1946. Next were 
‘rural non-farm (village) homes 
which moved from 87.4% to 
94.4%. At 95.7%, urban owner- 
ship was up 0.5% over two years 
ago. 

Utah led other states in per cent 
of ownership among villagers 
with 98.6%; Washington is first 
among rural farm families with 
97.9%. Data on multiple sets, 
auto radios, FM and television 
sets, radio ownership by economic 
status, and the amount of time the 
‘family spends listening will be 
included in volume one. 


Kellogg Gives 
Radio the Air 


BATTLE CREEK, Micu.—The Kel- 
logg Company will give up radio 
soon in favor of magazines and 
newspapers. 

The company has canceled, ef- 
fective July 23, its segment of 
“Breakfast in Hollywood” (Mon- 
day through Friday, 11:15-11:30 
ja.m., EDT) and its companion 
program, “Galen Drake” (Mon- 
day -Friday, 11:30-11:45 a.m., 
EDT). Both are ABC shows, 
placed through Kenyon & Eck- 
| harat. 

A number of reasons are said 
'to have caused Kellogg to decide 
to leave the airwaves. Among 
them is the relatively low point of 


listenership during the summer | 


|}months when cereal consumption 
is at a peak. 
been a steady radio user since 
1942. 

Another factor which may have 


| weighed heavily in the decision, | 
ments and two more plan to in-/tion to the conventional tone arm, | is the change in the show, widely | 
the newly developed reproducer,| popularized by 


the late Tom 


stores mail order was from 1-5% |} which plays Columbia’s new LP Breneman, whose personality was 


of volume; in five stores it was/ (long playing) Microgroove rec-|a major part of the program tech-| 
From this Mr. Moffet | ords. Philco also is producing a/ nique. The broadcast, now emceed 
calculated that the newspapers in| player for these vinylite records, | by 


5-10%. 


comedian 


the 23 cities might have a poten-|which run continuously for 45) gradually being changed in for- 


tial $3,450,000 melon in mail or- 


by the stores, newspapers led (16 


| minutes. 


Mr. Carmine said the company 


This can be attached to| 
convention on research and|der. For mail order media chosen! any radio or phonograph. 


mat. 
Procter & Gamble, which buys 


the first half of the broadcast for | 
business | first choices); catalog and circu-| will go into television in a big way | Ivory flakes through Compton Ad- 


manager of the Worcester Tele-|lars had two first choices apiece;|this fall, but he declined to di-/|vertising, is pleased with the show 


gram-Gazette and president of the | 
NAEA. A change in newspaper | 


thinking is necessary, he told the| gave Mr. Moffett a complete!be back for Phiico on radio dur-| along with “Breakfast” since this | 
hewspaper admen, since “there is| breakdown of mail order adver-|ing the coming season, is inter-| relatively 
| was bought to ride along on 


magazines, one. 
However, the only store which 


| vulge the type of program 
|planned. Bing Crosby, who will 


ho profit when we gain a column | tising showed the following sched- ested in the new medium. 


and lose a confidence.” 


hat the need for increased rev-| 
‘nue must be balanced against an/| 


jule: catalogs, $104,000; circulars, | 
Newspapers will find, he said,| $36,000; enclosures in statements, | for the past two seasons on ABC | 
may or may | 


$10,800; radio, $41,000, and news- 
papers, $5,000. 


Der Bingle’s broadcast, 


other stations, 


| not be back on that network, he 


Increasing cost of living, which | Mr. Moffet also polled 20 news-| said. 


heard | 


and has no plans for canceling. 

“Galen Drake” was dropped 
inexpensive program 
pull of the latter. 


Cancellation of the broadcasts 
is not expected to result in a re- 


| duction in Kellogg’s over-all ad 
| budget for the year. 


or 33,998,000 


Field | 


radio | 


The company 


Gary Moore, is| 


‘Life’ and ‘Look’ | 
Produce Further 
Readership Data 


New York—Statistics fell even 
harder than the rain on New York 
last week as Look and Life, at 
separate meetings, gave advertis- 
ing executives current findings on 
Magazine audiences. 

The 1948 Magazine Audience 
Group study, financed by Look 
j}and conducted by Crossley, Inc., 
showed The Saturday Evening 
Post had the largest gain—1,952,- 
000 to 15,702,000—among four 
magazines in the last year. Col- 
lier’s audience, it was claimed, 
declined 759,000 to 10,341,000. 
Life’s rose 1,572,000 to 27,572,000, 
and Look’s was up 1,789,000 to 
17,439,000. (In 1947 this Look- 
financed study covered not these 
four but Look, American Maga- 
zine and Cosmopolitan.) 


Shows Group Gains 


Except for a slight loss by Life 
in “total woman audience,” the 
magazine showed, Life, Look and 
the Post all gained in total adult, 
total men, total women and total 
teen-age groups. Collier’s was re- 
ported to have gained only in the 
total women group. 

Look led in gain in percentage 
of each magazine’s audience in 
the top 20% economic bracket, 
_ but the Post showed the greatest 
increase in the top 60%. 

Meanwhile, in Study No. 9 in 
its Continuing Study of Magazine 
Audiences, conducted by the Elmo 
Roper organization, Life used its 
1947 estimate of 26,000,000 in- 
| dividual readers of Life as a basis 
|to find that this magazine has 14,- 
950,000 families with one or more 
Life readers, and that these fam- 
ilies are 36% of all the families 
|in the country. 
| Of these, 950,000 were single 
person families (10 years and 
older); 6,900,000 two-person fam- 
ilies; 3,300,000 three-person fam- 
ilies; 2,300,000 four-person 
|families; 1,500,000 five-or-more 
families. 


‘Liberty’ Revises 
Rate Schedule 


| Liberty, New York, has an- 
nounced an increase of approxi- 
mately 11% in advertising rates 
effective with the October issue. 
The circulation guarantee con- 
tinues at 1,600,000. 

The new scale: Black-and- 
white page, $4,000; black and one 
color, $4,785: four-color, $6,200. 
This rate is based on a $2.50 cost 
per-thousand circulation for a 
black - and - white page, $2.99 for 
black and one color and $3.88 for 
four-color. Advertisers who have 
contracts or who submit contracts 
prior to Aug. 6 will be protected 
under the old rate for the extent 
of those agreements. 


“Herald Tribune’ 


Advances Butler 


William R. Butler has been ap- 
pointed financial advertising man- 
ager of the New York Herald 
Tribune. He will continue also as 
automotive and industrial adver- 
tising manager. 
| The Herald Tribune has pub- 
| lished “How to Read the Financial 
| Section of a Newspaper,” by C. 
|'Norman Stabler, its business and 
financial editor. Copies are avail- 
able at the Herald Tribune, 230 
West 41st St., at $1 each, plus two 
cents tax from New York City 
| residents. 


| Names Consolmagno 


Joseph E. Consolmagno, former- 
|ly in charge of the Detroit bureau 
|of the New York Journal of Com- 
merce, has been named chief of the 
press section of the public rela- 
tions department of Willys-Over- 
|land Motors, Toledo. 
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Chicago’s Most 
IMPORTANT Million 


\ 


¥ 


When we speak of knowing the right people it is not high society we’re talking 


about, but high sales figures. That’s why we say: “In selling Chicago the shortest 


and straightest line to imniediate buying response is to meet Chicago’s most IMPOR- 


TANT million.” 


And, happily for the sales-minded executive determined to develop this ever- 


productive Mid-west metropolitan market, there’s a way to get a home reception 


from these key families. The way is provided for advertisers in a single newspaper 


—Chicago’s HOME newspaper—the Chicago Daily News. 


Chicago Daily News 
Makes Biggest 1947 
GAIN in RETAIL 
Linage of Any Daily 
Newspaper in Chicago 
The high sales-response rating given the 
Daily News by Chicago merchants is recorded 
by the following retail linage figures. They 
report the retail advertising carried by the 


Daily News in the two most recent compara- 
tive years :— 


1947 — 9.838.959 lines 
1916 — 8.303.815 lines 


GAIN — 1.535.114 lines 


And the biggest gain of any Chi- 
cago newspaper—-morning, eve- 
ning or Sunday. 


How much is this million-fold home reception worth 
to advertisers? We'll let the retail merchants of Chi- 
cago answer that question in terms of 1947 linage 


placed in the Daily News as compared with the year 


of 1946. (See panel at left) 


Advertising in the Chicago Daily News to 

— its evening audience 

— its reading-in-the-home audience 

— its most IMPORTANT million audience 
has become part of the sales-wisdom of many, 
many sales-planners all over the U.S.A. 
¢ Consumer relations of any importance in 
Chicagoareinseparable from Chicago’s 


most IMPORTANT million — and their 
HOME newspaper. the Chicago Daily News! 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaza 


DETROIT OFFICE: Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 


MIAMI HERALD BUILDING, Miami, Florida 
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